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Russ  Pate  agrees  with  the  millions  who  read  USA  TODAY  every  day.  In  his 
recent  commentary  in  ADWEEK,  he  raved  about: 

■  USA  TODAY’S  editorial  style . . .  “the  articles  are  written  to  be 
understood.  The  writing  is  concise  and  to  the  point . . .” 

■  The  Life  section . . .  “don’t  leave  home  for  a  cocktail  party  without 
reading  it . . .’’ 

■  The  Sports  section . . .  “USA  TODAY  is  a  sports  fan’s  dream ...” 

■  USA  TODAY’S  graphics  and  charts . . .  “anyone  involved  with  any 
facet  of  publishing  need  look  no  further  for  ideas  on  enhancing  the 
main  story  with  sidebars.’’ 

In  style,  content  and  design,  USA  TODAY  is  anything  but  lightweight.  Like 
the  champion  boxer.  The  Nation’s  Newspaper  “packs  a  wallop” — for  readers, 
for  advertisers.  For  just  25<t. 
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.Christmas  Camp  for  Seniors, 


A 


Celebrate  the  joy  of  giving 


This  Christmas,  more  than  100,000  Bay  Area  senior 
citizens  will  be  alone  and  forgotten.  For  these 
people,  the  holiday  season  is  a  desolate  time.  Too 
often  our  elderly  spend  Christmas  Day  without  friends, 
family,  or  a  companionable  meal  to  mark  the  occasion. 

At  the  Examiner,  we’re  changing  that.  We’re  helping  to 
give  the  gift  of  Christmas  to  our  elderly. 


The  San  Francisco  Examiner  has  joined  with  the 
Y.M.C.A.  in  an  effort  to  treat  Bay  Area  seniors  to  a 
joyful  Christmas  holiday.  Gifts  from  our  readers  will 
provide  our  guests  with  a  day  of  entertainment,  presents 
and  a  holiday  meal  with  all  the  trimmings  in  the  ballrooms 
of  two  of  San  Francisco’s  grandest  hotels.  Now 
in  its  fourth  very  successful  year,  Christmas  Camp  for 
Seniors  is  one  reason  we’re  proud  to  say. 
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you  get  something  exxtra  in  the  Examiner. 


SPECIAL 

EDITION 


Readallaboutit. 

Don’t  miss  the 
back  insert. 
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K  you  still  believe  in  nie,saveme. 


For  nearly  a  hundred  years,  the  Statue  of  Liberty 
has  been  America’s  most  powerful  symbol  of  freedom 
and  hope.  Today  the  corrosive  action  of  almost  a 
century  of  weather  and  salt  air  has  eaten  away  at  the 
iron  framework:  etched  holes  in  the  copper  exterior. 

On  EUis  Island,  where  the  ancestors  of  nearly 
half  of  all  Arriericans  first  stepped  onto  American  soil, 
the  Immi^ation  Center  is  now  a  hollow  ruin. 

Inspiring  plans  have  been  developed  to  restore 
the  Statue  and  to  create  on  Ellis  Island  a  pennanent 
museum  celebrating  the  ethnic  diversity  of  this  coun¬ 
try  of  immigrants.  But  unless  restoration  is  begun 
now,  these  two  landmarks  in  our  nation’s  heritage 
could  be  closed  at  the  very  time  America  is  celebrat¬ 
ing  their  hundredth  anniversaries.  The  230  million 
dollars  needed  to  carrv  out  the  work  is  needed  now. 


All  of  the  money  must  come  from  private  dona¬ 
tions:  the  federal  government  is  not  raising  the  funds. 

This  is  consistent  with  the  Statue’s  origins.  The  French 
people  paid  for  its  creation  themselves.  And  America’s 
businesses  spearheaded  the  public  contributions  that 
were  needed  for  its  construction  and  for  the  pedestal. 

The  torch  of  liberty  is  everyone’s  to  cherish. 

Could  we  hold  up  our  heads  as  Americans  if  we  allow¬ 
ed  the  time  to  come  when  she  can  no  longer 
hold  up  hers? 

Oppo^nities  for  Your  Company. 
y’xA.i'iR  You  are  invited  to  learn  more  about  the  advantages 
^  *  of  corporate  sponsorship  during  the  nationwide  pro- 

motions  surrounding  the  restoration  project.  Write 
on  your  letterhead  to:  The  Statue  of  Liberty-Ellis 
yipn  Island  Foundation,  Inc.,  101  Park  Ave,  N.Y.,  N.Y.  10178. 


Savi-  thfse  iiionuiiii'ms.  Scud  your  pcrsoniil  ta\  di’ductiblc  donation  to;  HO.  Uox  WHti.  New  York.  N.Y.  KKIIS.The  StatUC  of  Liborty-Ellis  Island  Foundation,  InC. 
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9.11_Gay  Press  Association,  Western  Regional  Conference,  Media 
West  '83,  Hyatt  Regency  Hotel,  Phoenix. 

12— The  Washington  Journalism  Center  Conference.  The  United 
States  and  the  Caribbean  Basin,  Watergate  Hotel,  Wash¬ 
ington,  D.C. 

13-15 — Washington  Journalism  Center,  The  Economic  Outlook  for 
1984,  Watergate  Hotel,  Washington,  D  C. 

JANUARY 


The 

Lifeline 

Letters 


When  the  gifts  are  unwrapped 
and  the  tinsel  torn  down, 

St.  Petersburg  residents  will  have 
marked  this  holiday  season  by 
building  a  lasting  lifeline  of  hope. 

The  St.  Petersburg  Evening 
Independent  is  asking  its  readers  to 
write  letters  directly  to  Christians 
and  Jews  trapped  behind  the  Iron 
Curtain.  These  letters  will  help 
alleviate  persecution  of  people  who 
are  caught  between  their  beliefs 
and  a  system  that  denies  them 
religious  freedom.  Simply  by 
writing  a  letter  to  an  individual, 
Independent  readers  will  be  telling 
victims  of  this  persecution  they 
are  known  and  cared  for. 

It  was  a  letter-writing  effort 
like  this  that  helped  keep  alive 
Alexander  Solzhenitsyn  and  Andre 
Sakharov.  Because  it  provides  a 
lifeline  of  hope,  the  Evening 
Independent  is  calling  this  effort 
The  Lifeline  Letters. 

Starting  Monday,  November  28, 
on  the  Opinion  and  Commentary 
pages,  the  Independent  began 
printing  names  and  addresses  of 
these  individuals. 

The  Interreligious  Task  Force 
of  the  American  Jewish  Commit¬ 
tee  and  the  Catholic  Council  of 
Bishops  is  providing  names 
and  addresses. 

The  Independent  will  print 
stories  about  these  people  of 
belief  and  columns  from  local 
and  national  leaders  involved 
in  this  effort. 

The  Evening  Independent  is 
known  as  the  People  Paper.  In  this 
holiday  season,  at  a  time  of  world 
fellowship.  The  Lifeline  Letters 
give  that  maxim  new  meaning. 


23- 27 — National  Association  of  Advertising  Publishers,  mid-winter 

conference,  Acapulco  Princess,  Mexico. 

24- 26— Washington  Journalism  Center,  Conference  for  Journalists, 

Health  Care:  Economic  and  Ethical  Issues,  Watergate  Hotel, 
Washington,  D.C. 

26-28— Texas  Press  Association  Mid-Winter  Convention  and  Trade 
Show,  Sheraton  Park  Central  Hotel,  Dallas. 

29-2/1- International  Newspaper  Advertising  and  Marketing  Executives, 
Sales  Conference,  New  Orleans  Hilton  and  Towers  Hotel. 

FEBRUARY 

4- 6— Wire  Editors  Conference,  University  of  Missouri  School  of 

Journalism,  Columbia. 

9-11 — California  Newspaper  Publishers  Association,  Press-Tech  '84, 
convention  and  trade  show.  Hotel  Del  Coronado,  San  Diego. 

18-21 — Great  Lakes/Midstates  Newspaper  Conference,  Hyatt-Regency 
O'Hare,  Chicago. 

24-27 — Maryland-Delaware-D.C.  Press  Association,  Winter  Conven¬ 

tion,  Holiday  Inn-BWI,  Baltimore. 

26-29 — Inland  Daily  Press  Association,  The  Fairmont,  San  Francisco. 

Seminars/Workshops/Clinics 

JANUARY 

3-27— The  Poynter  Institute  for  Media  Studies,  Newswriting  and 
Editing — Winter  Term,  St.  Petersburg,  Fla. 

8- 18 — American  Press  Institute,  Executive  Editors  and  Managing 

Editors,  (under  50,000  circulation),  Reston,  Va. 

9- 11 — Commercial  Web  Offset  Workshop,  Rochester  Institute  of 

Technology,  Rochester,  N  Y. 

9-13 — Orientation  for  Graphic  Arts,  Seminar/workshop, 
Rochester  Institute  of  Technology,  Rochester,  N.Y. 

15-16 — Newspaper  Advertising  Co-op  Network  Co-op  Advertising  Orien¬ 
tation  Institute,  Commodore  Hotel,  Palm  Beach,  Fla. 

15-18 — Newsroom  Management,  SNPA  Fpundation  Seminar,  University 
of  Miami,  Miami,  Fla. 

17-19— Newspaper  Advertising  Co-op  Network'NACON  Sales  Seminar, 
Commodore  Hotel,  Palm  Beach,  Fla. 

20-21 — First  International  Conference  on  Videotex  Journalism,  sponsored 
by  the  Graduate  School  of  Journalism  of  the  University 
of  Western  Ontario,  Toronto. 

22-27— American  Press  Institute,  Management  of  the  Weekly  Newspaper, 
Reston,  Va. 

22- 27— Information  Graphics  Workshop,  sponsored  by  Rhode  Island 

School  of  Design,  the  Providence  Journal  Co.,  and  The 
Society  of  Newspaper  Design,  Providence. 

23- 27— ANPA  Management  Development  Workshop,  Westin  South  Costa 

Plaza,  Costa  Mesa,  Calif. 

29-2/3 — American  Press  Institute,  Publishers  Seminar  (under 
50,000  circulation),  Reston,  Va. 

FEBRUARY 

5- 10 — The  Poynter  Institute  for  Media  Studies,  Writing  Cen¬ 

ter-Reporters  and  Editors,  St.  Petersburg,  Fla. 

5-15 — American  Press  Institute,  Circulation  Managers, 

Reston,  Va. 


#t.  J^ptprsburn  Glimps 
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“For  only  14%  of  our  editorial  developments  around  the  globe.  news  report  and  our  own  local 

budget,  AP  provides  56%  of  our  “Worldwide  industries  demand  coverage,  our  readers  get  what 

news.  It’s  been  a  great  investment  worldwide  news  coverage.  That’s  they  deserve.  The  best.” 

for  The  Courier.  why  we  depend  upon  AP.  For  — Edwin  L  Heminger,  Editor 

“With  11  Fortune  500  compa-  market  changes  and  business  in-  &  Publisher,  The  Courier, 

nies  in  Findlay,  business  news  dicators.  Economic  forecasts  and  Findlay,  Ohio 


is  important  to  our  readers. 
Their  jobs  and  their  companies 
are  often  affected  by  economic 


political  analysis.  The  facts  and 
the  stories  behind  the  facts. 

“With  the  world’s  most  respected 
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COMPUTER  SECURITY 
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NEVUSPftPERS 


Knight-Ridder  Newspapers 
Institute  of  Training 

1984  KRNIT  Seminar  Schedule 


January  16-20 
January  23-27 
February  6-10 
February  13-17 

February  27-March  2 

March  12-16 
March  26-30 

April  2-6 
April  16-20 
May  1-3-9 
May  7-11 
May  14-18 
May  21-25 
June  25-29 

September  10-14 

September  17-21 
October  1-5 

October  15-19 

October  22-26 
November  12-16 


COST:  The  full  fee  of  $350  is  payable  in  advance  and  in¬ 
cludes  all  meeting  materials  and  breakfast,  lunch  and  dinner, 
served  in  The  Miami  Herald  (except  for  Mod.  Prod.  Tech.  — 
Lexington),  for  the  duration  of  the  meeting.  Upon  receipt  of 
the  fee,  additional  information  concerning  the  seminar  and 
advance  materials  will  be  sent. 

LOCATION:  All  seminars  (except  for  Mod.  Prod.  Tech.  — 
Lexington)  will  be  held  in  The  Miami  Herald  building.  One 
Herald  Plaza,  Miami,  FL  33101. 

DESIGNED  FOR:  Department  Heads  and/or  Directors,  Man¬ 
agers,  Editors,  Supervisors. 

SEMINAR  INSTRUCTORS:  Key  Knight-Ridder  personnel 

FOR  ADDITIONAL  INFORMATION,  PLEASE  WRITE:  James 
E.  Wells,  Director  of  Training,  Knight-Ridder  Newspapers, 
Inc.,  One  Herald  Plaza,  Miami,  FL  33101  OR  PHONE:  (305) 
350-2903. 
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By  Doug  Borgstedt 


Effective  Human  Relations 
Organization  and  Team  Development 
Advertising  Sales  Management 
Effective  Newspaper  Design  and 
Graphics  Editing 

Advanced  Techniques  of  Personnel 
Selection 

Newsroom  Management 
Application  of  M^ern  Computer 
Technology  to  Newspaper  Operations 
Effective  Management  Skills 
Career  Planning  &  Counseling 
Survey  Research  for  the  Newsroom 
Making  Effective  Presentations 
Modern  Production  Techniques-Miami 
Circulation  Management 
Financial  Management  for  Non-Financial 
Managers 

Modern  Production  Techniques- 
Lexington 

Problem  Solving  and  Decision  Making 
interpersonal  and  Organizational 
Communications  Skills 
Advanced  Orientation  for  Executive 
Secretaries  &  Administrative  Assistants 
Effective  Management  Skills 
Effective  Human  Relations 
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^ STICK  WITH  ME-  I'LL  ^ 
GIVE  YOU  EXPOSURE  PUIS 
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The  best  opportunities  don’t  last  forever.  But  now  through  December  31,  you  can  get 
10,5%  financing  on  3M’s  Deadliner  Platemaking  System.  All  you  pay  in  advance 


is  your  first  and  last  monthly  payments.  Then,  at  the  end  of  a  12-,  24-,  or  36-month 


term,  you  own  your  equipment. 

More  impressive  savings  from  Deadliner.  Deadliner  is  also  the 
system  that  can  save  you  20%  or  more  on  the  per-page  cost  of 
materials  used  in  making  a  newspaper  plate.  It  reduces  labor 
and  equipment  costs  and  cuts 
platemaking  time  in  half. 

We  can’t  hold  back  the  tide  of  time 
forever.  So  call  Mike  Rynerson  collect  at 
612-736-0456  today.  Or  write  Printing  and 
Reprographic  Products  Division/3M, 

223-2N  3M  Center,  St.  Paul,  MN  55144. 


3M  hears  you... 


#J  in  an  information  series  for  editors,  reporters,  researchets. 
Tear  out  and  save  for  future  reference. 


RADIATION 

Facing  fears  with  facts 


medical  diagnosis  and  therapy;  the 
mining  of  minerals;  the  construction 
of  buildings  and  other  structures; 
consumer  products  such  as  smoke 
detectors  and  luminous-dial  watches; 
fallout  from  past  testing  of  nuclear 
weapons;  and  the  use  of  various 
fuels  to  generate  energy  (coal,  geo¬ 
thermal  steam,  natural  gas,  and 
uranium). 


Sources  of  individual  radiation  exposure. 


67.6% 
Natural  background 
(Everyday  life  on  earth) 


How  is  radiation  measured? 

A  rent  is  a  unit  of  measurement  of 
radiation’s  biological  effects  on  liv¬ 
ing  tissue.  A  mUlirem  (mrem)  is 
1  /  loot)  of  a  rem.  Radiation  exposure 
is  usually  discussed  in  millirem 
because  the  amounts  involved  are 
very  small. 

A  U.S.  resident  receives  an  esti¬ 
mated  average  total  of  around  200 
millirem  of  radiation  exposure  each 
year.  The  pie  chart  on  the  left  shows 
where  this  radiation  comes  from. 


30.7% 

Medical  irradiation 


Source  Exposure 

Natural . 135.2  mrem 

Medical  . 61 .4  mrem 

Fallout . 1.2  mrem 

Miscellaneous  (consumer 

products,  etc.) . 1.0  mrem 

Occupational . 0.9  mrem 

Nuclear  energy  industry  .  0.3  mrem 


/w  0-6%  Fallout 
11/  ^  0.5%  Miscellaneous  sources 

0.45%  Occupational  exjxtsure 
y  0. 1 5%  Releases  from  the  nuclear  industry 

Adapted from  I J.  K.  National  Radioloffical  Protection  Hoard  publication. 


uses  to  generate  heat  from  steam 
and  electricity. 

After  more  than  80  years  of  inten¬ 
sive  study,  radiation  is  the  most  scien¬ 
tifically  understood,  easily  detected, 
preci.scly  measured,  effectively  con¬ 
trolled  and  strictly  regulated  of  all 
environmental  agents. 


Each  of  us  is  exposed  to  radia¬ 
tion  every  day.  Where  does 
this  radiation  come  from?  How 
does  it  affect  our  bodies?  How 
much  of  it  comes  from  nuclear 
plants?  A  better  understanding  of 
the  facts  can  help  distinguish  valid 
concerns  from  needless  fears. 


200.0  mrem 


Of  course,  these  are  averages.  The 
exposure  varies  for  each  individual 
depending  on  many  factors.  Living 
at  high  elevations  results  in  greater 
exposure  from  cosmic  rays  than 
living  at  sea  level  (250  mrem  in 
Colorado  compared  with  1 20  mrem 
in  Florida).  Crews  of  high-altitude 
commercial  jet  airliners  can  get  an 
extra  300-400  mrem  from  cosmic 
rays  and  the  sun. 


How  are  people  exposed  to 
radiation? 

People  are  exposed  to  radiation 
every  day,  primarily  from  natural 
sources  and,  to  a  lesser  degree,  from 
man-made  sources. 

Natural  sources  include:  cosmic 
rays  from  outer  space;  the  sun;  the 
earth’s  crust;  the  air;  food;  water; 
even  substances  within  our  own 
bodies. 

Man-made  sources  include:  X-rays 
and  radioactive  materials  used  in 


What  is  radiation? 

Radiation  consists  of  particles  or 
rays  emitted  from  an  atom.  It  may 
occur  spontaneously,  from  the  pro¬ 
gressively  decaying  atoms  of  a  radio¬ 
active  clement.  Or  it  can  be  induced 
by  man:  particle  accelerators  can 
bombard  stable  atoms,  converting 
them  into  unstable  radioactive  iso¬ 
topes;  and  by  setting  off  a  chain 
reaction  in  uranium,  atoms  can  be 
.split  (fi.ssion).  The  fission  chain  reac¬ 
tion  is  the  process  a  nuclear  reactor 


Are  these  ordinary  levels  of 
radiation  harmful? 

To  cause  any  detectable  effect,  a 
person’s  yearly  dose  of  radiation 
would  have  to  be  in  excess  of 
10,000  millirem. 


There  is  overwhelming  agree¬ 
ment  within  the  national  and  inter¬ 
national  seientific  communities  that 
a  yearly  dose  within  the  normal 
average  range  of  around  200  mil- 
lirem  would  have  negligible  effects 
on  the  human  body.  Based  on  esti¬ 
mates  by  the  National  Academy  of 
Sciences  t  the  normal  radiation  lev¬ 
els  that  all  humans  are  exposed  to 
would  cause  no  more  than  1  per¬ 
cent  of  all  the  cases  of  cancer  and 
genetic  defects. 

Who  determines  “safe”  levels 
of  radiation? 

The  International  Commission  on 
Radiological  Protection  (ICRP), 
formed  in  1928,  is  an  independent 
nongovernmental  expert  body  estab¬ 
lished  to  recommend  the  maximum 
radiation  doses  to  which  people 
could  be  safely  exposed.  Its  recom¬ 
mendations  have  been  universally 
accepted  for  the  last  50  years  by 
both  national  and  international 
bodies  responsible  for  radiation 
protection. 

Are  people  exposed  to  higher 
levels  of  radiation  in  the  area 
around  a  nuclear  plant? 

The  Environmental  Protection 
Agency  (EPA),  has  said  that  “Emis¬ 
sions  from  nuclear  power  plants 
average  an  annual  exposure  of  only 
a  fraction  of  a  millirem  per  person. 
The  average  annual  exposure  of  peo¬ 
ple  living  within  a  50-mile  radius 
of  nuclear  stations  is  less  than  a 
millirem.” 

Even  the  American  Cancer  Society 
in  its  “Background  Paper  on  Radia¬ 
tion  and  Cancer”  (November  1980) 
reports  that  the  “scientific  knowledge 
we  have  indicates  that  there  have 
been  no  cancer  deaths  related  to 
the  release  of  nuclear  radiation 
either  in  or  outside  of  U.S.  nuclear 
power  plants.” 

How  much  radiation  were 
people  exposed  to  from  the 
accident  at  Three  Mile  Island? 

To  quote  the  Kemeny  Commission  *  * 
Report:  “The  maximum  estimated 
radiation  dose  received  by  any  one 


•  Fmm  The  National  Acadetny  of  Sciences 
Committee  on  the  Biological  Effects  of 
Ionizing  Radiation 

*  *Dr.  John  G.  Kemeny  was  appointed  by 

President  Carter  in  April  19'’9  to  hecid 
the  investigatory  PresidetU's  Commission 
on  the  Accident  at  Three  Mile  Island. 

Dr.  Kemeny  was  then  President  of  Dart¬ 
mouth  College. 


Natural  background  radiation  differs  considerably  from  state  to  state  due  to  elevation  and 
the  radioactive  eletnents  present  in  the  soil.  If  a  resident  of  Harrisburg,  Pennsylvania,  moved 
to  Denver,  Colorado,  the  additional  radiation  he  would  be  exposed  to  each  year  would  be 
far  more  than  the  maximum  amount  any  individual  could  possibly  have  received  during  the 
entire  Three  Mile  Island  accident. 

individual  in  the  off-site  general 
population  during  the  accident  was 
70  mrem.”  The  report  further  states 
that  the  exposure  received  by  the 
general  population  is  so  small  as  to 
have  no  health,  developmental  or 
genetic  effects. 

If  a  resident  of  Harrisburg,  Penn¬ 
sylvania,  moved  to  Denver,  Colo¬ 
rado,  he  would  be  exposed  to  more 
additional  radiation  in  one  year 
from  natural  sources  than  anyone 
could  have  received  during  the 
Three  Mile  Island  accident. 

In  over  a  quarter  century  of  com¬ 
mercial  nuclear  power  plant  opera¬ 
tions,  Three  Mile  Island  is  by  far  the 
most  serious  event  to  occur.  But  the 
“defense  in  depth”  safety  system 
effectively  controlled  and  contained 
the  accident. 

Who  we  are  and  why  we  are 
presenting  these  facts 

We  are  the  U.S.  Committee  for  En¬ 
ergy  Awareness,  a  private  organiza¬ 
tion  of  electric  utilities,  construction 
companies,  equipment  manufac¬ 
turers,  and  energy  users.  Most  of 
our  members  participate  in  the 
electricity  industry  and  believe 
that  nuclear  energy  will  continue  to 

Infonnatkxi  about  eneigy 
America  can  count  on  today 

us.  COMMITTEE  FOR  ENERGY  AWARENESS 


play  an  important  role  in  America’s 
electrical  future.  We  believe  that 
radiation  is  a  much-misunderstood 
subject,  often  misrepresented  in  the 
nuclear  debate.  We  want  to  provide 
factual  information  so  that  people 
can  make  informed  decisions  about 
energy  issues. 

The  material  presented  here  deals 
with  the  safety  of  nuclear  power 
plants.  In  the  future,  we  will  deal 
with  occupational  hazards  involved 
with  the  mining  and  manufacture  of 
nuclear  fuels. 

, - , 
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Press  alert  #20 


The  Oldest  Publishers  and  Advertisers 
Newspaper  in  America 


When  officers  of  the  American  Society  of  Newspaper  Editors  issue 
a  “Press  Alert”  it  has  to  be  about  something  very  important.  There 
have  been  only  20  such  occasions  since  the  first  “Alert”  was  issued 
May  3,  1976. 

In  our  opinion,  “Press  Alert  #20”  issued  Nov.  29  is  the  most 
important  of  all  and  deserves  the  attention  and  action  of  every 
newspaper  editor  in  the  country.  It  is  about  the  public’s  anti-press 
attitude  following  the  Grenada  invasion. 

ASNE  President  Creed  Black,  Lexington  Herald-Leader,  and 
Freedom  of  Information  Committee  Chairman  Ed  Cony,  Wall  Street 
Journal,  state  they  issued  the  “Alert”  because  of  the  “shocking 
development  that  has  emerged  in  the  last  couple  of  weeks”  following 
the  Grenada  landings:  “The  public’s  seeming  indifference  to  their 
government’s  refusal  to  allow  reporters  on  the  scene  in  the  early 
stages  of  the  invasion.  The  press  is  upset.  The  public  doesn’t  seem  to 
give  a  damn.  It  may  even  favor  this  muzzling  of  the  press  by  the 
military.”  They  quote  Capitol  Hill  sources  who  feel  most  of  the  public 
see  nothing  wrong  with  the  Administration’s  action. 

Black  and  Cony  say  “such  attitudes  reflect  our  failure  to  convince 
the  American  people  that,  as  their  surrogate,  the  press  has  a  valuable 
watchdog  role  in  covering  military  operations  first  hand.”  They  urge 
all  editors  to  “utilize  to  the  full  our  opinion  pages  to  educate  the 
American  citizenry  concerning  the  role  of  the  press  as  watchdog 
vis-a-vis  the  government.” 

E&P  called  the  public’s  anti-press  attitude  a  “crisis”  in  an  editorial, 
Nov.  19.  “It  is  a  certainty  that  if  another  diplomatic  or  militai'y  crisis 
should  occur  soon,  the  public  support  for  its  rebuff  of  the  press  in 
Grenada  will  encourage  this  government  to  continue  the  same  ‘no 
press’  policy  on  the  gi'ounds  that  security  requires  it,”  E&P  said. 

“It  is  going  to  take  the  combined  efforts  of  the  best  brains  in 
journalism  to  lead  the  press  up  the  right  path  to  recapture  the 
understanding  and  appreciation  of  the  public  it  used  to  and  still 
wishes  to  represent.  A  summit  meeting  of  leading  journalists  would 
be  a  good  start.” 

“Press  Alert  20”  is  the  ne.xt  best  thing  if  only  the  nation’s  editors 
will  respond.  They  have  to  explain  to  readers  not  only  why  the 
censorship  in  the  first  two  days  of  Grenada  was  wrong  but  why  the 
American  people  are  the  losers  in  the  drift  towards  secrecy  in  every 
government  bureau  and  department.  This  is  more  than  a  case  of  the 
government  not  trusting  the  press.  It  is  the  government  not  trusting 
the  American  people  with  the  information  vital  for  their 
understanding  and  operation  of  our  democratic  system. 

We  said  our  own  informal  survey  of  letters-to-the-editor  indicated 
at  least  a  three-to-one  ratio  against  the  press  in  the  Gi’enada  con¬ 
troversy.  John  Chancellor  of  NBC  said  letters  to  his  network  ran 
five-to-one  against  his  commentary  on  the  press  ban.  If  further  proof 
of  the  crisis  is  needed,  editors  should  look  at  the  letters  column  in 
Time  Dec.  5.  Eleven  letters  were  published  on  the  subject  of  the 
press  ban  and  only  two  of  them  could  be  called  favorable  to  the  press. 

Editors  will  be  making  a  big  mistake  if  they  believe  this  public 
attitude  will  go  away  by  itself. 


With  which  have  been  merged  The  Journalist  estab¬ 
lished  March  22.  1884,  Newspaperdom  established 
March.  1892.  the  Fourth  Estate.  March  1. 1894:  Editor  & 
Publisher.  June  29.  1901 .  Advertising.  January  22. 1926 
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_ Letters  to  the  Editor 

Doesn’t  believe  in  breaking  the  law 


Imagine  my  surprise  to  learn  from 
Shop  Talk  at  Thirty  in  the  Sept.  10 
E&P  that  a  successful  foreign  corre¬ 
spondent  must  first  be  a  criminal.  I've 
been  one  —  a  correspondent,  not  a 
criminal  —  for  most  of  the  last  15 
years,  and  I’ve  never  found  law¬ 
breaking  to  be  a  great  asset. 

I’m  talking,  of  course,  of  Mr. 
Drooz’s  lOth  tip,  “Playing  the 
angles,”  where  he  writes:  “Bribing 
officials  is  quite  common,”  Com¬ 
mon?  Maybe.  Wise?  Definitely  not. 

Granted,  I  haven’t  worked  in  Africa 
or  in  the  Middle  East,  as  Mr.  Drooz 
has.  But  experience  in  the  Philip¬ 
pines,  India,  Bangladesh,  Pakistan 
and  Afghanistan,  none  of  them  noted 


for  their  incorruptible  officials,  has 
shown  that  blatant  bribery  is 
unnecessary  and,  usually,  patently 
stupid. 

In  the  same  paragraph,  Mr.  Drooz, 
speaking  from  the  other  side  of  his 
mouth,  says  the  same  thing  in  another 
way:  “Don’t  get  in  trouble  with  the 
local  government.” 

Third  world  officials,  never  terribly 
fond  of  objective  observers  in  any 
event,  like  nothing  better  than  an  en¬ 
try  in  a  reporter’s  dossier  that  he  has 
taken  the  easy  way  and  bought  favors. 

Then,  when  the  reporter’s  sights 
get  too  close  to  the  presidential  palace 
or  the  prime  minister’s  office,  the  gov¬ 
ernment  has  a  ready  excuse  to  strike 


back. 

It’s  the  Caeser’s  Wife  syndrome: 
He  who  points  a  finger  can’t  survive  if 
he’s  in  a  position  to  have  a  finger 
pointed  back  at  him. 

When  a  bureaucrat  makes  it  known 
that  he  expects  a  bribe  for  doing  his 
job,  it’s  been  my  experience  that  the 
safest  —  not  to  say  the  cheapest  — 
reaction  is  to  go  over  his  head. 

Where  I’ve  worked,  a  boss  who’s 
told  that  his  underling  refuses  to  do 
his  job  without  a  bribe  prefers  to  make 
sure  the  job  gets  done  rather  than  to 
lose  face  before  a  foreigner, 
especially  a  foreign  reporter. 

William  C.  Mann 

(Mann  is  chief  of  Scandinavian  Ser¬ 
vices,  Associated  Press.) 


Low  pay  should  be  ‘shouted  from  the  rooftops’ 


I  read  with  extreme  interest  your 
article  on:  “Low  Pay  Imperils  News¬ 
papers”  by  Daniel  Jacobs  {E&P, 
Nov.  5). 

I  would  think  that  the  full-time 
editorial  employees  of  newspapers 
outside  the  large  metropolitan  daily- 
class  should  join  together  in  one  large 
whoop  of  praise.  I  make  this  distinc¬ 
tion  because  usually  the  cut-off  level 
of  decent-to  good-and  sometimes 
excellent-pay  occurs  about  here. 

On  the  other  hand,  I  have  never 
heard  of  anyone  getting  really  munifi¬ 
cent  pay  with  the  largest  dailies 
except  for  the  rareified  few  who  have 
achieved  columns,  positions,  and/or 
syndication;  perhaps  the  praise  then 
for  the  nation’s  largest  dailies  should 
be  muted. 

The  situation  as  it  exists  with  its 
many  wrinkles,  anomalies  and  what 
have  you  across  the  country  is  made 
doubly  ironic  by  the  fact  that  news¬ 
papers  as  a  class  generally  support 
employee  rights  against  bosses  and 
owners/management  —  on  the  other 
side,  the  newspapers  organs’  —  own 
are  among  the  most  beleagured. 

If  you  should  attempt  further  arti¬ 
cles  of  this  ilk,  I  would  like  to  see  a 
survey  of  pay  rates  across  the  coun¬ 
try,  coupled  with  the  desired  require¬ 
ments.  It  could  well  be  that  the  aver¬ 
age  Harvey/Jane  Huntandpeck 
should  have  something  like  three- 
years  daily  experience,  an  advanced 
degree,  some  language  ability,  VDT- 
experience  —  and  oh,  yes  .  .  .  buck¬ 
ets  of  enthusiasm  to  work  a  week  of 
approximately  50-60  hours  per  —  and 
with  only  a  modest  pension  to  look 
forward  to. 


My  own  observations  lead  me  to 
believe  as  well,  that  the  influx  of 
women  into  the  profession  in  record 
numbers  has  not  in  fact  liberalized 
conditions,  but  simply  depressed 
wage-scales  as  such. 

I  don’t  say  this  to  take  a  chauvinis¬ 
tic  slam  at  women  (eg.  women  make 
docile,  faithful  employees),  but  to 
indicate  another  possible  trend  in  a 
business  which  takes  full  advantage 
(and  then  some)  over  the  fact  that 
there  are  “hundreds  of  applicants  for 
every  entry-level  job.” 

Thanks  again  to  Jacobs  for  outlin¬ 
ing  a  problem  which  should  be 
shouted  from  the  rooftops. 

Another  situation  which  should  be 
tackled  by  E&P  is  that  of  pay  for 
stringers. 

Outside  of  ‘name’  writers  the  over¬ 
all  level  is  laughable,  or  it  would  be  if 
it  didn’t  hurt  so  much.  Some  help  may 
eventually  be  coming  in  this  area 
thanks  to  a  recent  movement  to  create 
national  writers  union.  But  in  the 


aggregate  —  and  given  the  facts  that 
so  many  millions  are  now  being  sunk 
into  technology  —  journalists  every¬ 
where  might  well  be  advised  to  join 
together  and  ‘lash  the  Devils  (eg. 
nickly-nursing  employers)  naked 
through  the  streets’  —  such  an  act 
might  bring  justice  for  all. 

Edward  D.  Scullen 
4624  Knox  Rd. 

#9 

College  Park,  Md.  20704 

Short  takes 


Texas  Native  is  merely  the  name  of 
the  Loan  Star  State’s  indigenous 
pecans  .  .  .  — Si.  Petersburg  (Fla.) 
Times 

*  *  * 

Meyers  said  his  office  has  pursued 
child  molesting  vigorously. — 
Lafeyette  (Ind.)  Journal  and  Courier 


She  JfeUf  Hark  Stme$ 

^NEWS  SERVICE 

A  A  The  New  York  Timds  News  Service  delivers  a  presti- 
V  V  gious  news  service  that  provides  us  with  a  different 
approach  to  the  top  national  and  international  stories  in  a 
market  where  aU  the  competing  dailies  are  Associated  Press 
newspapers  and  tend  to  read  aJike. 


Hany  Wood,  Editor. 
The  Hews,  Port  Arthur  Tbxas 


For  information  contact  Sam  Summerlin  or  Harriet  Stanton,  212-972-1070. 
West;  contact  Paul  Finch,  213-852-1579. 


EDITOR  &  PUBLISHER  for  December  3,  1983 


11 


While  the  Detroit  Big  Guys  noisily  slug  it  out  with  each  other, 
the  Booth  Newspapers  quietly  concentrate  on  winning.  And 
that  means  publishing  the  best  newspapers  in  Michigan. 
Obviously  the  Michigan  Press  Association  thinks  we've  done 
just  that.  They  recently  awarded  first,  second  and  third  place  in 
the  General  Excellence  category  to  the  GRAND  RAPIDS 
PRESS,  ANN  ARBOR  NEWS,  and  SAGINAW  NEWS.  The 
highest  professional  honor  awarded  to  Michigan  daily 
newspapers.  Swept  up  by  Booth.  The  Big  Guys  took  honorable 
mentions  back  to  the  Big  City. 

In  all.  Booth  took  6  first,  5  seconds,  1 1  thirds  and  6  honorable 
mentions  in  almost  every  category  judged.  The  final  count: 
BOOTH  30,  Big  Guys  13. 


We're  always  ready  for  a  re-match.  We  put  out  great 
newspapers  not  just  once  a  year,  but  every  day.  And  we've  got 
an  impressive  list  of  local  and  national  honors  to  prove  it. 

But  before  you  start  training  for  the  next  big  fight,  we  think  it's 
only  fair  to  warn  you:  we're  not  in  the  Lightweight  Division.  We 
deliver  over  530,000  newspapers  daily  and  600,000  on  Sunday. 

So  remember  the  name.  Big  Guys. 

BOOTH  NEWSPAPERS. 

Nobody  covers  Michigan  better. 

Members  of  the  Newhouse  group  of  newspapers. 


Ann  Arbor  News  •  Jackson  Citizen  Patriot  •  Flint  Journal  •  Saginaw  News 
Bay  City  Times  •  Muskegon  Chronicle  •  Grand  Rapids  Press  •  Kalamazoo  Gazette 


Booth  bdts 

Gws. 
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National  News  Council  at  a  crossroad 

internal  bickering  among  members  hampers  an  organization 
which  lacks  funding,  media  support  and  a  sense  of  mission 


By  Andrew  Radolf 

After  10  years  of  existence,  the  National  News  Council 
remains  a  child  in  the  wilderness;  lacking  in  funds,  news 
media  support  and  a  clear  sense  of  its  mission. 

Richard  Salant,  former  president  of  CBS  News  and 
president  and  chief  executive  officer  of  the  News  Council 
since  April,  admitted  in  a  recent  interview  that  the 
organization  stands  “at  a  crossroad”  with  “one  shot”  left 
at  making  the  concept  work. 

“1  think  we  can  pull  through  and  make  this  a  meaningful 
organization,”  he  said.  “It  depends  on  funds,  getting 
media  support,  and  the  caliber  of  our  work.” 


Often  the  news  media  simply  ignore 
the  Council. 


Salant  did  not  want  to  be  “pinned  down”  as  to  when,  or 
what  it  would  take,  for  him  to  decide  to  recommend  an  end 
to  the  Council's  existence. 

The  National  News  Council  was  founded  in  1973  to 
serve  as  a  forum  where  individuals  or  organizations  who 
feel  they  have  been  treated  unfairly  by  the  media  can 
present  their  grievances. 

Complainants  must  sign  a  waiver  of  their  right  to  sue  for 
libel  before  the  18  members  of  the  Council,  eight  from  the 
media  and  10  from  the  public  sector,  will  consider  a  case 
and  render  a  judgment. 

Salant  described  the  Council's  function  as  offering  “a 
second  look”  at  controversial  stories  and  “a  place  to  go  to 
deal  with  unfairness.”  Otherwise,  he  said,  the  public  has 
no  recourse  except  the  courts  or  to  go  back  to  the  news 
organization  responsible  for  the  story. 

But  since  the  Council  is  “voluntary”  and  imposes  “no 
sanctions”  on  the  media,  its  judgments  have  no  effect  on 
news  organizations  beyond  the  power  of  persuasion. 

Often  the  news  media  simply  ignore  the  Council. 

A  recent  example  is  the  New  York  7'/7ne.s,  Salant  said, 
which  did  not  respond  to  the  Council's  request  for  a  reply 
to  a  complaint  of  inaccurate  and  misleading  reporting 
brought  against  the  newspaper  by  the  Council  for  Agri¬ 
cultural  Science  and  Technology.  The  complaint  deals 
with  a  Times  article  about  the  use  of  dioxin  in  Arkansas 
rice  paddies. 

Salant  noted  that  Mobil  Corp. ,  even  after  winning  a  case 
before  the  Council,  decided  to  withdraw  its  financial  sup¬ 
port  because  the  company  came  to  the  conclusion  that  the 
Council  “doesn't  help  them.” 

The  Council  considers  complaints  on  a  case  by  case 
basis  and  generally  tries  to  avoid  issuing  standards  and 
guidelines  when  it  makes  judgments. 

Yet  Salant  said  the  danger  always  exists  that  the  courts 
could  someday  turn  to  Council  decisions  and  use  them  to 
impose  their  own  guidelines  on  the  media. 

“It  would  be  disastrous  if  somehow  or  other  (Council 


decisions)  got  folded  in  with  official  process,”  he  said.  “If 
it  does  happen,  we're  out  of  business.” 

Salant  noted  there  are  legal  precedents  where  codes  of 
ethics  for  other  businesses  ended  up  being  adopted  by 
government  agencies.  He  said  the  National  Association  of 
Broadcasters'  code  of  ethics  “became  the  Federal  Com¬ 
munications  Commission's  code,”  although  federal  courts 
eventually  ruled  that  the  code  for  broadcasters  violated 
antitrust  laws. 

Another  example,  he  said,  was  that  the  code  of  the 
National  Association  of  Securities  Dealers  “became  part” 
of  the  Securities  and  Exchange  Commission's  code. 

Salant  remarked  that  those  other  businesses  did  not 
have  the  protection  of  the  First  Amendment  which  he  feels 
would  preclude  the  courts  from  using  the  Council 
decisions  to  set  standards  for  the  news  media. 

Yet  in  the  view  of  Council  member  Margo  Huston, 
editorial  writer  for  the  Milwaukee  Journal,  the  organiza¬ 
tion  may  be  embarking  on  a  course  that  will  increase  the 
danger  of  it  becoming  involved  with  the  courts. 

The  News  Council  plans  to  increase  its  issuance  of 
“white  papers”  dealing  with  a  wide  variety  of  ethical 
problems  confronting  the  media. 

Charles  Bailey,  former  editor  of  Minneapolis  Star  and 
Tribune,  is  working  on  one  about  conflict  of  interest. 

Other  proposed  white  papers  would  examine  the  free 
press-fair  trial  issue,  the  question  of  reporters  who  break 
the  law  or  misrepresent  themselves  in  pursuit  of  a  story, 
and  newspapers'  internal  policies  for  setting  guidelines  or 
issuing  codes  of  ethics. 

Huston  contended  that  such  white  papers  would  “come 
close  to  establishing  norms  of  journalistic  behavior.  They 
pose  the  risk  of  courts  imposing  them  on  the  press.” 

She  added,  “Somehow  even  the  name  of  the  National 
News  Council  is  misleading”  and  gives  the  impression  it 
has  some  sort  of  official  status. 


“The  basic  problem  is  the  National 
News  Council  has  never  decided  what  it 
wants  to  be,”  she  said. 


Another  problem  she  sees  with  the  Council  is  that  its 
members  are  actively  engaged  in  fund-raising.  The  danger, 
she  said,  is  that  the  Council  often  considers  complaints  in 
which  a  contributor  is  involved. 

“People  doing  the  judging  should  not  be  the  ones  with 
their  hands  out,”  she  stated. 

Then  there  is  the  question  of  just  how  much  money  the 
Council  actually  needs  to  operate. 

The  present  budget  is  $3()(),()(K),  with  299f  coming  from 
media,  42%  from  foundations,  25%  from  corporations  and 
4%  from  individuals.  The  Council  has  launched  a  drive  to 
raise  at  least  an  additional  $2(K),(XK). 

(Continued  on  pane  18} 
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USA  Today/local  dailies  to  be  sold  in  combination 

Gannett  plans  to  begin  offering  discount  ad  packages 
involving  USA  Today  and  its  85  local  daily  newspapers 


By  Andrew  Radolf 

Gannett  Newspaper  Advertising  Sales,  early  next  year, 
plans  to  begin  offering  USA  Today  in  a  wide  variety  of 
discount  ad  “packages”  in  combination  with  the  chain's 
85  local  dailies. 

The  plan  will  involve  Gannett's  satellite  transmission 
facilities  for  USA  Today,  as  well  as  its  electronic  mail 
system  for  placing  insertion  orders  and  billing  on  a  one- 
order/one-bill  basis. 

Gannett's  local  newspapers  have  a  combined  daily 
circulation  over  4.1  million.  With  USA  Today  included, 
combined  daily  circulation  totals  more  than  5.2  million. 

Bill  Shannon,  president  of  Gannett  Newspaper 
Advertising  Sales,  said  advertisers  will  get  combination 
rate  discounts  for  using  ad  materials  in  local  Gannett  news¬ 
papers  that  were  prepared  for  use  in  USA  Today. 

“We  think  it  will  make  it  easier  to  sell  national  advertis¬ 
ing  in  all  of  our  papers,”  he  said. 

Most  Gannett  dailies  can  handle  an  ad  prepared  for  U  S  A 
Today,  Shannon  said,  pointing  out  that  they  all  use  the 
existing  Standard  Advertising  Units  system. 

Bill  Shannon,  president  of  Gannett 
Newspaper  Advertising  Sales,  said 
advertisers  will  get  combination  rate 
discounts  for  using  ad  materials  in  local 
Gannett  newspapers  that  were  prepared 
for  use  in  USA  Today. 

The  compatibility  of  USA  Today  and  the  local  dailies 
will  increase  with  the  advent  of  the  revised  SAU  format 
based  on  a  13  x  21  inch  printed  page  and  a  six  column 
format.  Shannon  said  32  of  Gannett's  70  local  markets 
have  already  converted  to  the  new  SAUs  with  the  remain¬ 
ing  38  due  to  convert  by  July  1,  1984.  USA  Today  will 
make  the  conversion  to  the  new  SAUs  in  January. 

Shannon  noted  that  there  are  now  21  printing  sites  for 
USA  Today,  including  13  sites  at  Gannett  newspapers.  He 
said  it  would  be  a  simple  matter  to  take  the  ad  materials 
transmitted  by  satellite  from  USA  Today's  Virginia 
headquarters  to  those  sites  and  deliver  copies  of  them  to 
local  Gannett  papers. 

“We  could  almost  develop  a  network  for  our  papers  as  a 
result  of  ordering  over  the  electronic  mail  system  and  with 
24  hour  pick-up  (of  ad  materials  at  the  U  S  A  Today  printing 
sites),”  he  said. 

The  “savings  involved”  in  using  the  electronic  mail  and 
USA  Today  satellite  systems  are  part  of  the  reason  Gan¬ 
nett  can  offer  advertisers  attractive  discounts  for  taking 
the  combination  buys.  Shannon  said. 

Advertisers  will  be  able  to  use  USA  Today  as  their 
national  buy  and  use  the  local  papers  to  augment  regional 
coverage.  The  combinations  will  include  offering  the  local 
papers  in  packages  grouped  by  newspaper  size  and  by 
regional  clusters  such  as  the  West  or  Southeast. 

Shannon  said  at  present  USA  Today  is  only  available  as 
a  national  buy  except  for  recruitment  and  classified  ads 
which  are  regionalized. 

The  developments  regarding  T oday  come  at  a  time  when 
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Gannett  is  greatly  expanding  its  electronic  capabilities  for 
the  distribution  of  advertising. 

At  about  the  same  time  its  combination  plans  for  USA 
Today  go  into  effect,  Gannett  Newspaper  Advertising 
Sales  will  also  have  completed  linking  up  all  85  dailies  to  its 
electronic  mail  system. 

The  system  basically  puts  all  the  newspapers  online  to 
the  company’s  mainframe  computer  in  Rochester  through 
General  Electric’s  communications  network. 

Once  all  the  newspapers  are  participating  in  the 
electronic  mail  system,  Gannett  plans  to  offer  advertisers 
one-order/one-bill  service  through  GNAS. 

Shannon  said  ad  agencies  call  GNAS  headquarters  in 
New  York  and  the  insertion  orders  are  put  into  the  system 
with  IBM  3276  terminals.  The  individual  newspapers  then 
dial  the  GE  network  to  get  the  information. 

GNAS  has  a  DEC  Writer  IV  for  sending  out  credit 
bulletins  and  surveying  its  papers  to  get  information  re¬ 
quested  by  the  agencies,  such  as  which  of  the  dailies  carry 
certain  features  like  Ann  Landers. 

“What  this  has  done  is  eliminate  an  awful  lot  of 
telephoning  back  and  forth,”  Shannon  said,  adding  the 
system  helps  sell  ads  by  moving  information  much  quicker 
than  the  mail. 

GNAS  also  put  all  of  its  co-op  advertising  information 
into  its  electronic  mail  system  so  the  local  papers  can  get 
updated  information  on  specific  programs. 

“We  send  co-op  bulletins  over  EMS,”  he  said. 

Gannett  developed  the  software  for  both  its  ad  reserva¬ 
tion  and  co-op  services.  Shannon  noted  that  representa¬ 
tives  of  several  major  newspaper  groups,  including 
Knight-Ridder  Newspapers  and  Newhouse,  have  visited 
GNAS  to  inspect  the  system. 

He  said  Gannett  is  considering  plans  to  either  market  the 
software  to  other  newspaper  groups,  or  develop  its  system 
as  a  central  transmission  point  for  other  newspapers. 
However,  he  said,  the  company  has  “no  immediate  plans” 
to  offer  such  a  service.  “It's  a  matter  of  our  deciding  we 
want  to  go  into  it  with  them,”  he  said. 


At  about  the  same  time  its 
combination  plans  for  USA  Today  go 
into  effect,  Gannett  Newspaper 
Advertising  Sales  will  also  have 
completed  linking  up  all  85  dailies  to  its 
electronic  mail  system. 

Gannett  would  offer  such  a  service  on  a  profit  making 
basis.  Shannon  added,  but  said  the  company  has  not  fi¬ 
gured  out  yet  how  it  would  charge  for  the  service. 

Shannon  pointed  out  that  EMS  was  designed  with  the 
possibility  of  e  ventually  tying  in  with  a  SATFAX  system. 

“We  did  it  (EMS)  with  the  idea  it  would  run  along  with 
transmission  of  ad  copy  by  satellite.” 

He  said  Gannett  has  had  “some  discussion  with 
accounts”  who  are  interested  in  testing  SATFAX  and 
EMS  capabilities. 

(Continued  on  page  26) 
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Incumbent  Bingel  trails  in  ITU  presidential  race 

Wartinger,  Heritage  and  Kopeck  appear  to  have  retained  posts 


Robert  McMichen,  first  vice  president  of  the 
International  Typographical  Union,  appears  to  have 
been  successful  in  his  bid  to  unseat  Joe  Bingel  from 
the  union’s  presidency. 

McMichen  leads  Bingel  in  the  ITU's  unofficial 
tally,  according  to  a  union  official  in  New  York, 
although  the  official  results  will  not  be  announced 
for  another  week. 

McMichen  challenged  Bingel  for  the  presidency, 
among  other  reasons,  because  he  opposed  the 
incumbent’s  efforts  to  merge  the  ITU  with  the 
Newspaper  Guild.  That  merger  was  approved  by  the 
Guild  membership  but  rejected  by  ITU  members. 

McMichen  favors  merging  the  ITU  with  the  new 
Graphic  Communications  International  Union,  itself 
a  merger  of  Graphic  Arts  International  Union  and 
the  International  Graphic  and  Communication  Arts 
Union. 

Bingel  recently  began  discussing  with  Teamsters 
Union  president  Jackie  Presser  the  possibility  of  a 
merger.  Lane  Kirkland,  president  of  the  AFL-CIO, 
warned  the  ITU  that  if  such  a  merger  were  to  occur, 
the  ITU  would  be  expelled  from  the  federation. 

The  AFL-CIO  expelled  the  Teamsters  for  corrup¬ 
tion  in  1957. 

In  other  ITU  voting,  preliminary  results  indicate 
the  incumbents  will  win  re-election,  said  the  New 


York  official. 

Allan  J.  Fleritage  and  Robert  L.  Wartinger  seem 
likely  to  retain  their  vice  presidencies  of  the  ITU, 
while  Thomas  W.  Kopeck  will  stay  as  secretary- 
treasurer. 

Vying  for  an  “open”  vice  presidency,  the  union 
official  said,  Ray  Brown  of  Local  57  in  Dayton, 
Ohio,  appears  to  have  defeated  Bill  Boarman,  of 
Washington  D.C.  Local  101. 

The  positions  of  first,  second  and  third  vice  pres¬ 
idents  will  be  determined  by  the  amount  of  votes 
received  by  each  winner. 

Heritage  and  Wartinger  ran  on  the  Progressive 
Party  ticket  along  with  Bingel. 

McMichen,  who  had  run  on  the  Progressive  Party 
ticket  when  he  was  elected  first  vice  president  during 
the  last  ITU  election,  was  not  renominated  this  time 
by  the  Progressive  faction  of  the  union. 

McMichen  was  nominated  to  run  for  president 
against  Bingel  as  an  independent,  however,  by  a 
member  of  the  Progressive  Party.  Kopeck  was 
elected  secretary-treasurer  as  an  independent  last 
time.  This  time  he  was  opposed  by  Robert  Petersen, 
who  ran  on  Bingel’ s  Progressive  Party  slate. 

Brown,  who  has  apparently  defeated  Boarman, 
was  also  a  member  of  the  Progressive  faction’s  slate. 


Labor  dispute  briefly  closes  nine  British  papers 


A  labor  dispute  between  union  members  of  a  suburban 
weekly  and  its  publishers  briefly  closed  nine  British  news¬ 
papers  last  week,  as  sympathy  strikers  walked  out  in  pro¬ 
test  of  stringent  labor  laws  and  non-union  printers. 

Hundreds  of  members  of  the  National  Graphical 
Association,  the  typographer’s  union,  walked  out  Nov.  25 
from  Britain’s  nine  national  newspapers  and  picketed  the 
Messenger  Group  of  Warrington  for  dismissing  six  union 
members  who  protested  the  use  of  non-union  labor. 

By  Nov.  28,  all  but  T/ie  Sun  and  The  Times  resumed 
operations  when  labor  returned  to  work  without  promising 
to  refuse  to  walk  out  again. 

The  printers  protested,  and  subsequently  violated,  the 
1982  Employment  Act,  which  outlaws  picketing  by  work¬ 


ers  except  at  their  own  workplace.  A  High  Court  judge 
fined  the  union  $225,000  and  ordered  $16.6  million  in 
assets  seized  after  the  union  refused  to  pay  the  damages. 

The  publishers  said  the  strike  had  cost  them  more  than 
$15  million  during  the  week  their  papers  normally  carried 
an  abundance  of  pre-Christmas  advertising. 

The  Messenger  group,  located  in  a  suburb  of  Manches¬ 
ter,  publishes  six  free-circulation  advertising  papers  and 
did  not  experience  interruption  in  distribution  during  the 
walkout. 

Talks  between  representatives  of  the  Messenger  group 
and  the  leaders  of  the  printer’s  union  at  the  Government’s 
Advisory,  Conciliation  and  Arbitration  office  in  Manches¬ 
ter  has  not  lead  to  an  agreement. 


USA  Today  settles 

An  out-of-court  settlement  in  a  breach  of  contract  suit 
brought  by  Accu-Weather,  State  College,  Pa.,  against 
USA  Today,  Gannett’s  national  daily,  was  approved  by 
Federal  Middle  District  Court  Judge  Sylvia  H.  Rambo  in 
Harrisburg,  Pa. 

Barry  L.  Myers,  general  counsel  and  executive  vice 
president  for  the  private  weather  forecasting  service,  said 
the  “agreement  basically  is  that  they’re  going  to  honor  the 
contract  we  have  with  them,  and  we’re  going  to  withdraw 
the  suit.” 

Myers  said  that  since  the  suit  was  filed,  Accu-Weather 
has  expanded  its  service  to  USA  Today,  adding  that  the 
legal  action  was  the  result  of  “an  unfortunate  mis¬ 
understanding”  that  is  “behind  us  at  this  point.” 

The  settlement  also  dissolves  Judge  Rambo’ s  Sept.  2 
temporary  order  that  prohibited  the  newspaper  from  using 
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Accu-Weather  suit 

information  on  its  “Weather  Across  the  USA”  page  that 
was  provided  by  anyone  other  than  Accu-Weather  or  the 
National  Weather  Service. 

The  newspaper  has  used  Accu-Weather  information 
since  August  1982,  but  decided  earlier  this  year  to  change 
to  another  private  weather  firm.  Weather  Services. 

Under  the  contract  there  is  a  provision  for  120  days 
notice  of  termination,  and  Accu-Weather  claimed  the 
cancellation  notice  should  have  been  received  by  April  15, 
but  was  not  delivered  until  April  22. 

The  weather  service  said  it  placed  such  a  high  value  on 
the  contract  that  it  charged  $36,500  for  its  services  the  first 
year  despite  expenditures  of  $85,(KX). 

Accu-Weather  sought  $43,0(K)  for  the  second  year,  and 
USA  Today  said  it  received  quotes  from  other  services  in 
the  $25,000  to  $28,000  range. 
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Are  readers  getting  what  they  want? 

New  research  from  the  Newspaper  Advertising  Bureau 
indicates  that  trends  in  newspaper  editorial  content 
contradict  the  findings  of  NAB  reader  research. 


One  of  the  most  frequently  asked  questions  in  the  news¬ 
paper  business  is,  “Are  we  giving  our  readers  what  they 
want?" 

To  find  the  answer  to  that  question,  the  newspaper 
industry  collectively  spends  millions  annually  on  research 
studies,  sampling  campaigns  and  marketing  programs. 

Yet,  according  to  the  Newspaper  Advertising  Bureau, 
newspapers  are  giving  readers  more  of  what  they  don't 
want  and  less  of  what  they  do  want. 

At  least  one  newspaper  executive.  New  York  Times 
Company  president  Walter  Mattson,  has  termed  the  find¬ 
ings  of  the  NAB  research  “alarming." 

Culled  from  an  editorial  content  survey  of  1,310  news¬ 
papers  and  the  N  AB's  own  reader  studies,  the  conclusions 
of  the  bureau  research  indicate  that  newspaper  content  is 
“going  in  direct  contradiction"  to  what  readers  have  told 
the  bureau  they  want  in  a  series  of  studies  conducted  over 
the  past  10  years. 

Though  the  complete  report  on  newspaper  content  has 
not  yet  been  completed,  Leo  Bogart,  executive  vice  presi¬ 
dent  and  general  manager  of  the  NAB,  released  some  of 
the  survey  findings  in  a  recent  address  to  the  Associated 
Press  Managing  Editors  conference  in  Louisville. 

Yet,  according  to  the  Newspaper 
Advertising  Bureau,  newspapers  are 
giving  readers  more  of  what  they  don’t 
want  and  iess  of  what  they  do  want. 

According  to  Bogart,  both  the  NAB's  reader  research 
and  that  of  the  Newspaper  Readership  Project  have 
reached  three  key  conclusions  concerning  newspaper 
readers:  they  want  variety  of  content,  they  read  the  news¬ 
paper  more  for  news  than  for  entertainment,  and  they  are 
more  interested  in  news  of  what's  going  on  in  the  larger 
world  and  in  the  nation  than  they  are  in  what's  going  on  in 
their  own  areas,  though  they  want  to  know  about  both. 

Yet  many  newspapers,  according  to  the  NAB's  content 
analysis,  have  moved  away  from  hard  news  and  toward 
more  entertaining  features,  and  they've  shifted  the  ratio  of 
national  and  international  news  to  state  and  local  news 
toward  the  more  local  news. 

“I  can  understand  why  many  of  you  have  been  going 
this  route,  if  you  believe  that  people  want  ‘chicken  dinner 
news'  from  their  newspapers  at  a  time  when  television  is 
bringing  them  battle  scenes  live  from  Beirut  and  Grena¬ 
da,"  Bogart  told  the  managing  editors.  “Obviously,  the 
function  of  a  newspaper  is  to  chronicle  the  events  of  its 
own  community.  But  if  newspapers  give  up  on  their 
responsibility  to  relate  those  events  to  the  larger  news 
environment  to  which  television  has  given  everyone 
intimate  access,  we  will  lose  touch  with  our  readers'  real 
concerns  and  disappoint  their  expectations  that  we  can 
bring  the  vivid  but  bewildering  images  into  focus  for 
them." 

The  editorial  content  analysis,  the  fourth  the  bureau  has 
conducted  since  1967  and  the  first  since  1979,  surveyed 
1,310  U.S.  daily  newspapers  representing  779f  of  the  total 

16 


number  of  U.S.  dailies  and  90%  of  their  full  circulation. 
The  returns  were  weighted  statistically  for  papers  of  differ¬ 
ent  size  so  they  represent  the  entire  American  press. 

The  survey  asked  newspapers  about  substantial 
changes  that  have  been  made  in  editorial  content  and  in 
graphics  or  layout  since  the  1979  survey.  Two  out  of  three 
newspapers  reported  they  had  made  changes  in  editorial 
content  and  71%  reported  substantial  changes  in  graphics 
or  layout. 

Bogart  reported  that  one-third  of  all  newspapers  say 
they've  made  substantial  changes  in  the  ratio  of  hard  news 
to  features.  Of  those  that  have  changed,  the  ratio  runs  two 
to  one  for  more  features  and  less  news,  especially  at  pa¬ 
pers  with  less  than  Z.S.OOO  circulation. 

Similarly,  almost  half  of  the  papers  reported  substantial 
changes  in  the  ratio  of  international/national  new  s  to  state/ 
local  news.  Just  within  the  past  four  years.  In  all  circulation 
size  categories,  nearly  five  times  as  many  increased  local 
coverage  at  the  expense  of  international  coverage  as  did 
the  reverse,  according  to  Bogart. 

In  the  graphics/layout  area,  the  trend  toward  six  column 
makeup  and  narrower  widths  has  accelerated  since  the 
1979  survey. 

Of  the  dailies  surveyed,  43%  reported  modifications  in 
column  widths  and  25%  in  the  number  of  columns;  38% 
changed  page  size;  36%  have  redesigned  the  masthead; 
35%  report  more  use  of  photography;  30%  have  changed 
typefaces;  and  23%  have  gone  to  modular  layout.  The 
changes  were  more  common  at  larger  dailies. 

An  interesting  finding  of  the  survey,  Bogart  reported,  is 
that  the  typical  newspaper  is  running  at  an  average  of  18 
news  and  editorial  pages  on  weekdays,  more  than  in  1981, 
on  the  average. 

Said  Bogart,  “Considering  that  we've  been  through  two 
lean  advertising  years,  this  seems  to  represent  a  commit¬ 
ment  on  the  part  of  a  majority  of  publishers  to  maintain  the 
size  of  the  editorial  product,  even  in  the  face  of  a  shift  of 
advertising  out  of  ROP  into  preprints." 

At  least  one  newspaper  executive. 

New  York  Times  Company  president 
Walter  Mattson,  has  termed  the  findings 
of  the  NAB  research  “alarming.” 

The  number  of  physically  separate  sections  carried  on 
the  average  weekday  ranges  from  two  for  the  smallest 
papers  to  five  for  the  bigger  ones,  with  an  average  of  three. 

The  typical  paper,  Bogart  reported,  devotes  between 
10%  and  20%  of  its  newshole  to  pictures  and  illustrations. 
Only  17%  of  the  papers  surveyed  reported  that  they  do  not 
use  editorial  color,  while  28%  reported  using  full  color  in 
their  weekday  editions. 

Since  1979,  25%  of  all  newspapers  have  added  lifestyle 
sections  —  38%  of  those  with  more  than  1(K),(KK)  circula¬ 
tion  have  added  these  sections.  18%  of  all  newspapers, 
with  43%  of  all  circulation,  now  offer  some  kind  of  zoned 
editorial  coverage. 

Three  areas  in  which  newspapers  have  increased  cover¬ 
age  include  sports,  business  and  op-ed  pages.  Two  of  five 
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papers  have  built  up  business  and  sports  coverage,  with 
almost  none  reporting  decreasing  coverage.  More  than 
half  of  all  newspapers,  representing  75%  of  all  circulation, 
offer  op-ed  pages,  almost  all  of  them  running  op-ed  every 
weekday.  And  66%  report  running  an  op-ed  page  on  Sun¬ 
days. 

Only  half  of  all  papers  reported  running  food  or 
entertainment  sections  at  least  once  a  week,  though  two  of 
three  larger  dailies  run  identifiable  entertainment  sections, 
and  85%  run  food  sections.  Two  of  three  food  sections  now 
run  on  Wednesdays. 


One  area  which  has  seen  a  significant  decline  is  standing 
features,  Bogart  reported.  Over  time,  regular  standing 
coverage  has  diminished  on  almost  every  single  subject  of 
special  interest,  Bogart  said. 

The  downward  trend  in  standing  features  has  hit  busi¬ 
ness-related  features,  sporting  news,  fashion,  society 
news,  building  decoration,  radio  and  television,  health, 
movies,  even  the  ‘Dear  Abby'  type  advice  columns. 
Bogart  said  there  was  but  one  type  of  standing  feature  that 
has  been  showing  up  in  more  papers,  the  “vital”  area  of 
Astrology. 


Several  parties  show  interest  in  St.  Louis  daily 


The  Justice  Department  has  received  more  than  30 
phone  calls  from  parties  interested  in  purchasing  the  St. 
Louis  Globe-Democrat  from  the  Newhouse  family. 

The  deadline  for  interested  parties  to  contact  the  Justice 
Department  ended  at  5:30  p.m.  on  November  22. 

Mark  Sheehan,  department  spokesman,  said  the  callers 
were  referred  to  the  Newhouse  attorney  in  St.  Louis  and 
about  15  people  followed  through  and  contacted  him. 

The  Newhouse  family  announced  about  two  weeks  ago 
its  intention  to  fold  the  Globe-Democrat  on  December  3 1 . 

However,  since  the  morning  paper  is  involved  under  the 
Newspaper  Preservation  Act  in  a  joint  operating  agree¬ 
ment  with  the  St.  Louis  Post-Dispatch,  with  the  Pulitzer- 
owned  evening  paper  handling  all  business,  circulation 
and  advertising  functions,  the  Justice  Department  must 
approve  the  planned  shut-down. 

The  Justice  Department  accepted  the  Newhouse  con¬ 
tention  that  the  Globe-Democrat  could  not  be  returned  to 
profitability  under  present  management,  Sheehan  said, 
but  added  that  the  second  requirement  for  approval  of  the 
shut-down  is  that  no  suitable  buyer  exists. 

Sheehan  said  the  Justice  Department  in  taking  names  of 
buyers  was  at  this  stage  merely  keeping  a  list  of  anyone 
who  “expresses  interest.”  He  said  the  next  step  is  to 
evaluate  which  inquiries  represent  serious  prospects,  and 
to  seek  the  Newhouses'  evaluation  of  interested  parties  as 
well  before  making  any  final  determinations. 

If  any  serious  parties  are  found,  then  the  Justice 
Department  “will  make  every  effort  for  good  faith  negotia¬ 


tions”  to  take  place  between  the  prospective  buyers  and 
the  Newhouse  family,  Sheehan  said. 

He  added  that  it  would  take  at  least  another  week  for  the 
inquiries  to  be  evaluated  by  the  department. 

In  the  meantime,  the  Globe-Democrat  is  preparing  to 
shut  its  doors  on  Dec.  31. 

The  newspaper  recently  announced  that  representatives 
from  nine  dailies  have  interviewed  employees  about  jobs. 

The  Globe-Democrat  said  “dozens”  of  other  newspaper 
have  telephoned  about  job  opportunities. 

In  other  developments,  St.  Louis  Mayor  Vincent 
Schoemehl  said  progress  has  been  made  in  putting 
together  plans  to  start  a  new  morning  newspaper  if  the 
Globe-Democrat  folds. 

Schoemehl  said  a  group  of  local  businessmen  and 
Globe-Democrat  employees  have  reached  a  tentative 
agreement  on  financing  for  publishing,  printing  and  dis¬ 
tributing  a  new  morning  newspaper. 

Ed  Bushmeyer,  a  spokesman  for  the  mayor,  said  some 
of  the  parties  which  have  contacted  the  Justice 
Department  about  acquiring  the  Globe-Democrat  are 
among  those  expressing  interest  in  starting  a  new  daily.  He 
said  it  is  “at  best  a  50/50  proposition”  that  their  plans  will 
succeed. 

Bushmeyer  said  the  Newhouse  family  will  not  sell  its 
50%  interest  in  the  joint  operating  agency  with  the  St. 
Louis  Post-Dispatch  to  the  parties  and  that  the  family  is 
asking  “a  substantial  amount”  for  the  Globe-Democrat's 
“clipping  files  and  use  of  its  name.” 


Govt,  sends  media  questionnaires  on  combat  coverage 


News  organizations  will  be  asked  to  answer  written 
questions  and  then  send  representatives  to  a  conference  in 
Washington  after  the  first  of  the  year  to  help  work  out 
arrangements  for  coverage  of  any  future  American  mili¬ 
tary  operations  where  security  is  a  consideration. 

A  Defense  Department  spokesman  announced  (Nov. 
29)  that  questionnaires  will  be  sent  out  by  retired  Army 
Gen.  Winant  Sidle,  selected  by  the  Joint  Chiefs  of  Staff  to 
head  a  special  commission  on  combat  coverage. 

The  commission  was  set  up  in  response  to  media  com¬ 
plaints  that  reporters  were  not  allowed  to  cover  first  hand 
the  American  landings  in  Grenada  until  the  third  day  of  the 


operation. 

Sidle,  according  to  the  Pentagon,  will  send  written  ques¬ 
tions  to  organizations  representing  newspapers,  wire  ser¬ 
vices,  news  magazines  and  broadcasters  so  that  specific 
needs  of  each  media  can  be  listed.  Sidle  then  will  invite 
each  organization  to  send  a  delegate  to  a  conference  of  the 
commission  some  time  after  Jan.  I,  the  Pentagon  says. 

Joining  the  conference  will  be  military  officers, 
especially  public  information  officers,  but  the  pre¬ 
ponderance  of  the  conferences  will  be  from  the  media, 
according  to  Defense  Department  spokesman  Michael 
Burch. 


Lincoln  Newspapers  appoint  Braham/Newspaper  Sales 


Braham/Newspaper  Sales  will  begin  representation  for 
the  Lincoln  (Neb.)  Star,  Lincoln  Journal  and  Sunday  Jour¬ 
nal  &  Star  effective  December  31,  Braham  chairman 
Joseph  Lafferty  said. 

Braham  will  be  responsible  for  Nebraska’s  capital  city 
newspapers’  national  and  “beyond  Nebraska”  chain  retail 
store  advertising. 

According  to  the  Audit  Bureau  of  Circulations,  the  Lin- 
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coin  newspapers’  combined  morning  and  evening  circula¬ 
tion,  as  of  this  past  September,  was  more  than  80,000, 
while  the  Sunday  sales  totaled  nearly  76,000.  The  news¬ 
papers  were  previously  represented  by  Sawyer,  Ferguson 
&  Walker  Company. 

Braham  is  celebrating  its  75th  anniversary.  The  com¬ 
pany,  headquartered  in  New  York  City,  maintains  offices 
in  17  markets. 
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News  council 

(Continued  from  put>e  13) 


Salant  said  he  considers  a  “workable"  budget  to  be 
more  like  S750,0(K). 

Huston  maintained  that  if  the  Council  were  to  trim  its 
plans  to  do  all  those  white  papers  and  emphasize  its 
“unique”  role  of  hearing  complaints,  then  “it  probably 
doesn't  need  a  larger  budget." 

“The  basic  problem  is  the  National  News  Council  has 
never  decided  what  it  wants  to  be,"  she  said. 

Norman  Isaacs,  former  chairman  and  CEO  of  the  Coun¬ 
cil,  also  said  the  funds  situation  was  “overstated." 

“Yes,  it  does  need  money,  but  it  is  not  broke,"  he  said. 
Isaacs  added  that  he  also  believes  that  fund-raising  “ought 
to  be  divorced  from  the  Council"  and  that  its  primary  role 
be  the  hearing  of  complaints  against  the  media. 


Benson's  presence  on  the  Council  has 
also  led  to  internal  conflicts  over  the 
authority  of  the  chairman  versus  that  of 
the  president  and  chief  executive  officer. 


The  spearhead  of  the  fund-raising  drive  is  News  Council 
chairperson  Lucy  Wilson  Benson,  a  former  Under  Secre¬ 
tary  of  State  for  Science  and  Technology  and  a  former 
president  of  the  League  of  Women  Voters. 

Benson  said  that  unless  the  Council  raises  more  money,  it 
will  not  be  able  to  operate  “except  on  a  smaller  scale." 

She  added  that  some  of  the  Council's  contributors, 
including  the  Markle  Foundation,  have  been  urging  it  “to 
develop  an  internal  capacity  for  raising  money.” 

Benson  was  adamant  that  the  Council's  involvement  in 
fund-raising  has  not  led  to  any  conflicts  of  interest. 

“The  answer  lies  in  the  proof  of  the  pudding."  she  said, 
adding  that  it  is  “not  my  experience"  that  conributors 
have  influenced  Council  decisions.  “All  you  do  is  have 
plenty  of  guts  and  make  decisions  on  the  merits  of  the 
case.” 

She  noted  also  that  Council  proceedings  and  records  are 
open  to  representatives  of  the  media  and  public. 

Internal  conflicts 

Benson's  presence  on  the  Council  has  also  led  to 
internal  conflicts  over  the  authority  of  the  chairman  versus 
that  of  the  president  and  chief  executive  officer. 

Isaacs  noted  that  after  he  retired  from  the  Council,  the 
job  of  chairman  and  chief  executive  officer  was  split  in 
two,  but  tensions  remained  as  to  “who  would  run  the 
place." 

“There's  been  strain  all  along  the  line  ever  since  Lucy 


took  over,''  he  said.  Benson  became  chairman  in 
December,  1982. 

Edward  Barrett,  former  publisher  of  the  Columbia  Jour¬ 
nalism  Review,  stepped  down  as  president  of  the  News 
Council  at  the  end  of  March  after  just  four  months  in  the 
post.  Barrett  said  he  had  “some  differences"  with 
Benson,  but  stated  he  left  the  Council  presidency  because 
it  involved  “more  work  than  1  contracted  for."  Barrett, 
who  is  still  a  Council  member,  also  expressed  reservations 
about  Council  members  being  involved  in  fund-raising. 

The  conflict  between  the  chairman  and  president  over 
authority  came  to  a  head  during  a  recent  meeting  of  the 
Council's  executive  committee  when  a  motion  was  put 
forward  to  reduce  the  rank  and  salary  of  executive  director 
Bill  Arthur. 

Arthur  immediately  quit  when  he  got  wind  of  the  execu¬ 
tive  committee's  plans.  Salant,  at  that  point,  stepped  in  to 
oppose  the  committee  and  was  able  to  bring  Arthur  back  at 
the  same  salary  and  rank. 

The  flap  over  Arthur  erupted  before  any  official  com¬ 
mittee  action  was  taken.  As  a  result,  Salant  said  “I  don't 
really  regard  that  it  happened.  It  did  appear  that  he 
(Arthur)  would  be  removed,  but  the  very  next  day  the 
committee  reconsidered."  Salant  said  Arthur  “will  remain 
executive  director  until  he's  70  in  September,  1985." 

Benson  called  the  report  of  the  committee's  tentative 
decision  and  subsequent  turnaround  “a  rumor”  and  said 
“what  the  executive  committee  discussed  was  Arthur's 
retirement  and  when  it  should  take  place." 

Salant  has  proposed  several  bylaws  changes  to  contend 
with  some  of  the  problems  besetting  the  Council.  He  said 
his  proposals  have  received  widespread  support  and 
should  be  passed  at  the  Council's  meeting  in  New  York  on 
Dec.  1-2. 

One  proposal,  he  said,  would  make  it  clear  that  the 
president  “will  be  solely  responsible”  for  staff  matters, 
including  "choosing  and  retaining  the  executive 
director." 

A  second  proposal  is  to  add  “four  Council  members,  all 
from  the  media,"  he  said,  to  give  news  organizations  a  12 
to  10  advantage. 

Another  proposal,  which  Salant  said  would  supersede 
the  second  if  it  is  adopted,  calls  for  splitting  the  Council 
into  two  parts:  a  board  of  trustees  with  the  responsiblity 
for  raising  funds;  and  “attached  to  that  but  not  really 
answerable  to  it,”  a  smaller  News  Council  which  would 
concentrate  on  complaints.  This  smaller  Council  would  be 
made  up  “predominantly  of  news  people"  with  some 
“public  members  for  leavening,"  Salant  said. 

Salant  feels  such  a  “two-tier"  Council  structure  will 
help  avoid  any  “perceptions”  of  conflict  of  interest  and 
also  may  help  generate  media  support. 

“We'll  never  get  support  from  news  people  unless  they 
feel  it  is  their  peers  judging  them,"  he  said.  “We've  got  to 
earn  the  respect  of  the  media." 


Harte-Hanks  names  Landon  its  ad  representative 


Harte-Hanks  Newspapers  (Operations  announced  that  it 
has  selected  Landon  Associates,  Inc.,  tobe  its  new  nation¬ 
al  advertising  sales  representative  effective  January  1, 
1984. 

Landon,  which  currently  represents  four  Harte-Hanks 
newspapers,  will  be  the  sales  representative  for  19  of  the 
company's  dailies. 

Four  more  Harte-Hanks  dailies  in  Arkansas  and  its 
Wichita  Falls  (Tex.)  Times  and  Record-News  are  still 
under  contract  to  other  sales  representative  firms. 

Harte-Hanks  chose  Landon  after  reviewing  pre¬ 
sentations  from  several  firms  about  how  they  would 
position  and  sell  the  company's  newspapers. 
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Four  firms  participated  in  the  review  including  Landon, 
Branham  Newspaper  Sales,  Cresmer  Woodward  O'Mara 
and  Ormsbee  and  Palpert  Representatives. 

On  November  16,  Harte-Hanks  and  Branham 
announced  they  would  not  renew  their  sales  agreement 
covering  12  of  the  company's  papers. 

The  two  companies  cited  “differences  of  strategic 
approach"  in  announcing  their  decision. 

“Landon  has  successfully  postioned  itself  as  a  news¬ 
paper  sales  and  marketing  company  by  producing  results 
for  advertisers  and  newspapers,”  said  Tucker  Sutherland, 
president  of  Harte-Hanks  Newspaper  Operations.  “Land- 
on’s  philosophy  and  structure  in  partnership  with  ours  will 
be  an  alliance  of  excellence." 
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New  postal  rates  may  help  third  class  mailers 

ANPA  feels  proposed  ‘weight  break’  and  cpm 
could  hurt  daily  newspapers;  plans  to  intervene 


The  U.S.  Postal  Service  filed  its  proposal  for  new  postal 
rates  on  Nov.  10  with  the  Postal  Rate  Commission. 

The  PRC  has  not  announced  when  it  will  hold  hearings 
on  the  rate  proposals. 

Among  the  proposals  is  an  increase  in  the  weight  break 
for  third  class  mass  from  3.9  ounces  to  4  ounces.  The 
weight  break  is  the  maximum  amount  a  piece  of  mail  can 
weigh  to  qualify  for  the  minimum  per  thousand  pieces  rate. 

The  ANPA  has  already  opposed  the  3.9  ounce  weight 
break  as  too  high  and  giving  third  class  mailers  an  unfair 
advantage  in  the  distribution  of  advertising. 

Terry  Maguire,  ANPA  general  counsel  and  vice  presi¬ 
dent,  said  the  association  is  “not  pleased”  with  the  new 
weight  break  proposal. 

The  Postal  Service  also  wants  to  increase  the  minimum 
piece  rate  from  $74  per  thousand  to  $95  per  thousand.  If 
the  new  rates  are  approved,  then  mail  weighing  up  to  4 
ounces  each  could  be  mailed  for  $95  per  1,000  pieces. 

The  Postal  Service  also  announced  its  per  pound  rate  for 
third  class  mail.  The  proposed  rate  for  mail  pre-sorted  by 
carrier  route  is  38<i  per  pound;  for  mail  pre-sorted  by  five 
digit  zip  codes  the  proposal  is  for  44.40  per  pound.  For  all 
other  mail,  the  proposed  rate  is  52.80. 


The  existing  rate  per  pound  is  450  for  all  categories. 

The  Postal  Service  also  is  seeking  increases  in  second 
class  mail. 

Under  the  proposed  new  rates,  any  paper  which  does 
not  presort  by  carrier  routes  would  see  an  increase  of  30% 
for  in-county  second  class  mailing,  according  to  Bob 
Brinkman,  general  counsel  for  the  National  Newspaper 
Association. 

In-county  rates  for  papers  that  do  pre-sort  by  carrier 
routes  would  range  from  a  small  decrease  for  very  light 
papers,  Brinkman  said,  and  an  increase  of  up  to  approx¬ 
imately  24.6%. 

For  newspapers  with  more  than  5,000  out-of-county 
circulation,  the  proposed  rates  would  increase  from  6%  to 
39%  depending  on  weight  and  level  of  sorting,  Brinkman 
said. 

“In  the  in-county,  they  significantly  increased  the 
pound  rate,  slightly  increased  the  basic  piece  rate  and  then 
decreased  the  carrier  route  pre-sort  piece  rate,”  Brinkman 
said. 

For  limited  circulation  (out-of-county  less  than  5,000), 
the  proposal  is  to  decrease  the  per  pound  rate  and  increase 
the  piece  rate,  Brinkman  said. 


Accrediting  Council  revising  its  procedures 


The  Accrediting  Council  on  Education  in  Journalism 
and  Mass  Communication  has  begun  taking  steps  to  revise 
its  procedures  to  comply  with  standards  set  forth  by  the 
Department  of  Education. 

Last  summer,  the  Department  of  Education  re¬ 
recognized  ACEJMC  as  a  national  accrediting  agency  for 
two  years,  instead  of  for  four  years  which  is  the  normal 
practice.  The  DoE  also  directed  ACEJMC  to  make  an 
interim  report  in  one  year  on  the  steps  being  taken  to 
correct  the  problems. 

The  Education  Department  acted  on  the  advice  of  the 
National  Advisory  Committee  on  Accreditation  and 
Institutional  Eligibility.  The  committee  found  the 
Accrediting  Council  was  not  in  compliance  with  its  guide¬ 
lines  for  notifying  institutions  about  its  decisions. 

Roger  Gafke,  executive  director  of  ACEJMC  and  asso¬ 
ciate  dean  of  the  University  of  Missouri  School  of  Jour¬ 
nalism,  said  that  the  DoE’s  recommendations  amount  “to 
changing  the  language  in  the  written  procedures  the  Coun¬ 
cil  has.” 

The  procedural  revisions  recommended  by  DoE 
include: 

Insuring  that  specific  reasons  for  adverse  accrediting 
actions  are  provided  to  insitutions; 


Providing  better  guidance  for  self  study; 

Requiring  visiting  teams  to  identify  specifically  areas 
where  an  institution’s  program  may  not  comply  with 
ACEJMC  standards; 

Providing  more  specific  procedures  for  handling  com¬ 
plaints  from  institutions; 

Insuring  that  comments  from  an  institution  about  a  visit 
report  are  considered  by  the  Accrediting  Council  at  the 
same  time  as  the  visit  report  is  acted  on; 

Changing  the  language  of  the  appeal  procedures  to 
acknowledge  there  will  be  no  change  in  accrediting  status 
while  an  appeal  is  in  process; 

Specifying  procedures  for  reinstatement. 

The  Accrediting  Council  also  announced  that  it  is  taking 
steps  to  make  the  application  of  its  75/25  rule  “clearer  and 
more  flexible.”  The  rule  requires  that  no  more  than  25%  of 
a  student’s  coursework  be  in  journalism  or  com¬ 
munications.  The  75%  is  expected  to  be  divided  among 
liberal  arts  and  sciences. 

The  Council  is  also  revising  its  unit  rule  to  give  it  more 
flexibility  of  interpretation.  The  current  unit  rule  requires 
that  more  than  one-half  of  the  students  in  a  department 
seeking  accreditation  be  enrolled  in  the  specific  sequences 
to  be  accredited. 


Newspaper  ad  art  services  to  adopt  SAU’s 


Metro  Associated  Services,  Inc.,  New  York,  and 
S.C.W.,  Inc.,  Chatsworth,  California,  have  announced 
the  adoption  of  the  Standard  Advertising  Units  effective 
February  1,  1984,  with  the  publishing  of  the  April  1984 
Services. 

Metro  executive  vice  president  Andrew  Shapiro  and 
S.C.W.  president  Frank  Whitehead ,  stated  that  the  simul¬ 
taneous  switch  to  the  SAU  six-column  format  will  help  to 
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avoid  unnecessary  confusion  as  the  industry  rapidly 
•  moves  toward  a  uniform  advertising  format. 

The  two  executives  further  stated  that  the  precedent  for 
such  a  joint  decision  was  established  when  the  service 
companies  adopted  a  uniform  indexing  system  almost  two 
decades  ago. 

Metro  and  S.C.W.  will  utilize  SAU’s  in  their  monthly 
services.  Holiday  Greetings  Service,  and  other  future  pub¬ 
lications. 
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Competition  heats  up  in  Baltimore 

Sun  Newspapers  embark  on  three  year  plan, 
while  the  News-American  debuts  SPORTSFIRST 


By  Andrew  Radolf 

The  competitive  battle  between  the 
morning  and  evening  Baltimore  Sun 
Newspapers  and  Hearst's  evening 
Baltimore  News-American  may  be 
heating  up. 

The  Sun  Papers,  after  four  days  of 
executive  conferences  in  Hershey, 
Pa.,  followed  by  a  series  of  meetings 
with  the  entire  staff,  announced  a  new 
marketing  strategy  for  1984-1986  to 
improve  penetration  and  solidify  their 
position  as  the  dominant  information 
medium  in  Maryland. 

The  News-American,  in  the  mean¬ 
time,  unveiled  its  new  morning  edi¬ 
tion,  SPORTSFIRST,  a  magazine  for¬ 
mat  tabloid  which  puts  sports  in  the 
front  pages  and  financial  and  general 
news  in  the  back,  and  continues  to 
expand  its  Comprehensive  Market 
Coverage  program. 

“The  goal  of  the  strategic  plan  is  for 
us  to  become  Maryland's  information 
source,"  said  John  R.  "Reg”  Mur¬ 
phy,  publisher  of  the  Sun  Newspa¬ 
pers.  “Basically  that's  our  newspa¬ 
per.  but  it  also  means  we  will  continue 
to  look  at  the  Viewtron  system.” 

Viewtron  is  a  videotex  system  | 
developed  by  Knight-Ridder  News¬ 
papers  which  was  commercially 
introduced  in  southern  Florida  on 
October  30.  KRN  entered  agreements 
with  several  newspaper  companies, 
including  the  Sun  Papers,  calling  for 
the  local  publishers  to  have  a  75% 
interest  in  developing  Viewtron  in 
their  markets  if  the  commercial 
launch  is  successful. 

The  Sun  Papers  recently  acquired 
Country,  a  Maryland- Virginia  based 
magazine,  as  part  of  its  information- 
source  strategy. 

“We  think  that  building  the  data¬ 
base  for  all  of  that  is  the  important 
way  of  developing  the  strategic 
plan,”  Murphy  said. 

As  for  the  Sun  Papers  themselves, 
the  plan  calls  for  “sharpening  the 
focus”  of  the  morning  and  evening 
papers,  adding  new  zoned  editions  on 
Sunday,  using  more  color,  and 
expanding  the  Saturday  edition. 

The  morningSun.with  a  circulation 
of  around  185.(KK)  will  “continue  to 
emphasize  our  world  and  national 
bureaus  as  well  as  the  state,”  Murphy 
said,  while  the  170, ()()()  circulation 
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Evening  Sun  “will  be  a  very  local 
newspaper  focusing  on  our  six- 
county  SMSA.” 

There  are  “no  plans”  to  merge  the 
a.m.  and  p.m.  staffs  as  has  been  the 
practice  in  several  other  markets 
where  a  company  publishes  separate 
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evening  and  morning  papers,  Murphy 
said.  “It’s  exactly  the  opposite,”  he 
remarked.  “We  believe  they  should 
not  be  merged.” 

On  Saturdays,  the  Sun  Papers  plan 
next  March  to  merge  the  morning  and 
evening  editions  into  a  single  morning 
paper.  Murphy  said  the  a.m  staff  will 
handle  the  hard  news  for  Saturdays, 
and  the  p.m.  staff  will  be  responsible 
for  the  expanded  entertainment  and 
feature  coverage. 

The  Saturday  editions  have  a  com¬ 
bined  circulation  of  about  290,000. 
Murphy  believes  that  during  the  span 
of  the  three-year  strategy,  the  >new 
Saturday  a.m.  can  attain  circulation 
of  325,000  to  350,000  copies. 

“1  believe  that's  the  day  (Saturday) 
people  have  the  time  to  read  and  plan 
to  shop,”  he  stated. 

On  October  23,  the  Sunday  Sun 
added  a  new  zoned  edition  for  Har¬ 
ford  County  and  plans  to  launch  a 
Carroll  County  zoned  edition  next 
spring.  The  paper  will  also  expand  its 
Sunday  zoned  editions  for  Arundel 
and  Howard  Counties. 

Murphy  said  there  are  “no  special 
zones”  at  this  time  for  Baltimore  and 
Queen  Anne’s  counties. 

Murphy  put  the  Sunday  Sun's 
circulation  at  399, 5(K)  copies. 

As  part  of  the  plan  to  increase  mar¬ 
ket  penetration,  Murphy  told  his  staff 
that  “as  of  this  moment,  we  don't 
intend  to  raise  our  circulation  rates  for 
three  years.” 

The  Sun  Papers  currently  sell  on 
newsstands  for  25<t  daily  and  $1  Sun¬ 
day.  Seven-day  home  delivery  costs 
$1.90  a  week. 

The  Sun  Papers  will  continue  the 
Sun-plus  program  of  offering  insert 
advertisers  total  market  coverage 
through  third  class,  shared  mail 
delivery  to  non-subscribers.  Murphy 
said  the  circulation  department's 
computers  generated  a  non¬ 
subscriber  mailing  list  for  “an  addi¬ 
tional  300,000  households”  in  the 
market. 

He  said  the  Sun  Papers  do  not  have 
any  weekly  TMC  shoppers. 

Color  is  another  element  of  the 
strategic  plan.  The  Sun  Papers  run 
color  “almost  daily,”  Murphy  com¬ 
mented,  and  on  Sundays  have  “some- 

(Continued  on  page  22) 
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Recognizing  the  importance  of  the  hu¬ 
man  element  in  today's  technology, 

The  Orlando  Sentinel  has  recently 
completed  an  exceptionally  smooth 
conversion  from  letterpress  to  offset. 

In  just  nine  months,  24  Goss 
Metroliner"  units,  12  color  decks,  three 
single  and  one  double-delivery  folder, 
and  1200  Sentinel  employees  reached 
a  remarkable  level  of  quality  and 
productivity.  The  Orlando  accomplish¬ 
ment  has  drawn  the  attention  of  the 
newspaper  industry  and  attracted  visi¬ 
tors  from  around  the  world.  They  are 
not  only  impressed  with  The  Sentinel’s 
excellent  color  and  black  and  white 


print  quality,  and  exceptionally  low 
waste,  but  with  the  harmonious  rela¬ 
tionship  between  man  and  technology. 

That  relationship  was  evident  from 
the  very  beginning.  Pre-conversion 
training  programs,  conducted  with  help 
from  Goss,  prepared  employees  for  a 
smooth  transition  to  offset.  And  incen¬ 
tive  programs,  launched  shortly  after 
The  Sentinel  went  on  edition,  created 
enthusiasm  and  motivation.  One  such 
program,  SWATS  (Stop  Waste  At  The 
Sentinel),  saved  nearly  $215,000  in  the 
.first  seven  months. 

“We  couldn’t  have  accomplished  it 
without  the  commitment  and  dedica¬ 


tion  from  all  departments,  at  all  levels. 
And  the  fine  cooperation  we  gotjrom 
Goss,”  says  Gene  Bell,  vice  pre^dent 
and  director  of  operations. 

With  man  and  technology  working  in 
concert.  The  Orlando  Sentinel  is  dem¬ 
onstrating  the  importance  of  crafts¬ 
manship  and  pride  in  individual 
achievement.  Orlando  proves  that 
quality  is  riot  only  affordable.  It  can 
be  profitable. 

Goss  Products,  Graphic  Systems 
Division,  Rockweft  International, 

3100  South  Central  Avenue,  Chicago, 
Illinois  60650.  312  656-8600. 

Telex  253478. 


In  Ortando,  people  work  together 
to  manage  technology. 


Rockwell  International 
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where  science  gets  down  to  business 


(Continued  from  page  20) 
times  more  than  30”  color  ads. 

“Next  year  we  will  probably  be 
well  up  on  the  list  of  the  top  25  news¬ 
papers  in  color  advertising,”  he 
stated. 

The  four-and-half  days  of  meetings 
in  Hershey  to  develop  the  strategic 
plan  involved  a  dozen  of  the  Sun  Pa¬ 
pers’  executives,  Murphy  noted.  He 
said  those  meetings  were  followed  up 
with  seven  staff  meetings  to> 
familiarize  all  departments  with  the 
strategy. 

Maurice  Sparby,  publisher  of  the 
News-American,  said  the  paper's 
Comprehensive  Market  Coverage 
program,  which  is  zoned  down  to  zip 
codes,  now  reaches  “516.000  homes 
in  combination  with  the  News- 
American.” 

Sparby  remarked  that  two  of  the 
zones  covered  by  CMV  recently 
“were  very  close  to  reaching  the  post¬ 
al  limit  of  one  pound.”  He  added  that 
CMC,  which  reaches  people  on 
Wednesdays,  is  carrying  as  many  as 
“20  to  25  inserts”  a  week. 

The  big  innovation  at  the  News- 
American,  Sparby  continued,  is  the 
introduction  on  Sept.  12  of  SPORTS- 
FIRST,  which  goes  to  press  at  3  a.m. 
and  sells  for  250  on  newsstands. 

The  single-copy-sales-only  paper, 
printed  with  offset  process  color, 
“starts  out  with  about  40-some  pages 
of  sports,  and  then  following  sports  is 
finance.”  Sparby  said.  “From  the 
back  forwards,  you  have  the  tradi¬ 
tional  newspaper.” 

The  total  edition  runs  between  56 
and  64  pages  and  is  published  Monday 
through  Friday,  he  said. 

News-American  is  using  yellow 
“reflectorized”  boxes  to  sell 
SPORTSFIRST,  Sparby  continued, 
and  it  carries  “primarily  News- 
American  advertising.” 

SPORTSFIRST  was  launched 
when  the  Baltimore  Orioles  were  in 
the  midst  of  wrapping  up  their  drive  to 
the  American  League  Eastern 
Division  title,  and  sales  continued  to 
outpace  projections  as  the  Orioles 
went  on  to  win  first  the  pennant  and 
then  the  World  Series.  Sparby  said 
the  resurgence  of  the  Baltimore  Colts 
football  team  has  also  helped 
SPORTSFIRST  sales. 

However,  because  of  the  “great 
deal  of  hype”  surrounding  the  edi¬ 
tion’s  introduction  and  the  effect  of 
special  events  like  the  World  Series, 
Sparby  said  he  did  not  want  to  cite  any 
press  run  or  circulation  figures  until 
“everything  has  settled  down”  and 
he  can  examine  SPORTSFIRST’s 
business  plan  in  a  more  stable  setting. 

Sparby  said  the  News-American 
added  a  “whole,  separate  sports 
staff’  of  20  editors,  reporters,  artists 


and  photographers  to  put  out 
SPORTSFIRST.  He  added  the  3  a.m. 
press  time  enables  the  paper  to  get  all 
the  scores  for  the  West  Coast  night 
games. 

The  SPORTSFIRST  staff  is 
directed  by  Bob  Pastin,  executive 
sports  editor,  and  Robert  Nusgart, 
assistant  sports  editor  with  special 
responsibility  for  the  tabloid. 

The  edition  features  full  color 
photos,  charts  and  maps. 

Sparby  said  SPORTSFIRST  “was 
not  designed  to  compete  with  USA 
Today"  in  the  Baltimore  market.  “It 
was  created  as  an  experiment  with  a 
vertical  product,”  he  said.  “The  two 
(SPORTSFIRST  and  USA  Today) 
are  not  positioned  the  same;  they 
don’t  devote  the  same  percentage  of 
space  to  sports.” 

SPORTSFIRST  is  not  the  first 
paper  of  this  type  to  be  attempted  by  a 
daily  newspaper.  Pasadena  Star- 
News,  a  Knight-Ridder  newspaper. 


Scripps-Howard  Newspapers 
plans  to  establish  a  full-time  news 
bureau  in  Mexico  City. 

Expected  to  begin  operation  Jan¬ 
uary  1,  the  bureau  will  be  directed  by 
Peter  Copeland,  whose  present 
assignment  is  covering  Mexico  and 
border  issues  for  the  El  Paso  (Tex.) 
Herald-Post ,  a  Scripps-Howard 
newspaper. 

Dan  Thomasson,  editor  of  Scripps- 
Howard  News  Service/Independent 
News  Alliance  in  Washington,  D.C. 
said:  ‘  The  decision  to  open  a  full-time 
bureau  in  Mexico  City  reflects  the 


The  New  England  Society  of  News¬ 
paper  Editors,  at  its  Nov.  17-19  meet¬ 
ing  in  Boston,  voted  24  to  2  to  proceed 
with  its  program  to  exchange  per¬ 
sonnel  and  news  columns  with  news¬ 
papers  in  the  Soviet  Union. 

The  membership  vote  came  after 
the  NESNE  board  voted  8  to  1  last 
September  to  continue  the  program 
despite  the  destruction  of  the  Korean 
Airlines  jetliner  by  a  Soviet  warplane . 

Theodore  Holmberg,  NESNE 
president  and  editor  and  publisher  of 
the  Pawtuxet  Valley  Daily  Times  said 
the  agreement  with  the  Soviet  news¬ 
papers  is  a  three-part  program 
involving  the  exchange  of  news  col¬ 
umns,  working  journalists  from  New 
England,  and  graduate  journalist  stu¬ 
dents  from  Boston  and  Leningrad 
Universities. 

The  exchange  agreement  arose  out 
of  a  trip  1 2  N  ESN  E  members  made  to 


introduced  All  Sports  in  the  summer 
of  1982  and  sold  it  on  newsstands  only 
for  500.  Through  pagination  technol¬ 
ogy,  the  Star-News  produced  All 
Sports  by  “stripping  out”  regular 
news  stories  and  filling  the  space  with 
sports  stories.  The  ads  were  carried 
over  from  the  regular  paper. 

All  Sports  was  folded  last  Septem¬ 
ber  due  to  lack  of  sales  following 
increased  operating  costs  from  rapid 
expansion  of  its  distribution  area. 

As  for  the  News-American  itself, 
Sparby  said  his  plans  are  to  continue 
“improving  the  product  but  nothing 
dramatic.” 

He  said  daily  circulation  now 
stands  at  about  130,000  while  Sunday 
circulation  is  around  167,000.  He 
added  that  SPORTSFIRST  has  “not 
hurt”  daily  sales. 

But  is  the  News-American  profit¬ 
able?  Sparby  remarked  that  the 
Hearst  Corp.,  being  private,  “does 
not  divulge  that  kind  of  information.” 


growing  importance  of  Mexico,  Cen¬ 
tral  America  and  South  America  to 
U.S.  interests.  This  decision  also 
demonstrates  Scripps-Howard  News 
Service's  commitment  to  provide 
ever-expanding  coverage  of  national 
and  international  affairs  ...” 

Copeland’s  copy  will  be  included  in 
the  regular  Scripps-Howard  News 
Service/INA  package. 

Copeland,  26,  who  is  fluent  in  Span¬ 
ish,  joined  the  newspaper  in  1982  from 
the  City  News  Bureau  of  Chicago, 
where  his  beats  included  Cook  Coun¬ 
ty  politics  and  government. 


the  Soviet  Union  last  summer.  That 
trip  was  a  follow-up  to  a  visit  made  by 
Soviet  journalists  in  1982  to  a  con¬ 
ference  sponsored  jointly  by  NESNE 
and  Colby-Sawyer  College  in  Lon¬ 
don,  New  Hampshire. 

Holmberg  said  New  England  news¬ 
papers  and  newspapers  in  the  Soviet 
Union  have  already  begun 
exchanging  columns.  The  agreement 
stipulates  that  the  exchanged  articles 
must  have  first  been  published  in  their 
home-country  newspapers  to  prevent 
any  articles  being  distributed  for 
purely  propaganda  purposes. 

The  exchange  of  students  is  slated 
to  begin  next  fall,  Holmberg  said,  and 
NESNE  has  begun  “screening” 
working  journalists  who  have  applied 
to  take  part  in  the  program. 

Holmberg  said  one  of  the  require¬ 
ments  is  that  journalists  taking  part  in 
the  exchange  be  able  to  read  and  write 
fluently  in  Russian. 


Scripps  to  open  Mexico  City  Bureau 


U.S.  editors  continue  Soviet  exchange 
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The  Day  Publishing  Company  of  New  London, 
Cl,  Publishers  of  the  evening  and  Sunday 
The  Day,  took  a  look  at  the  offset  conversion 
alternatives.  They  quickly  saw  the  light  of  day, 
and  went  for  PMC.  They  wanted  better 
reproduction  and  lower  production  costs... 
and  they  wanted  it  right  away. 

The  PMC  conversion  allows  you  to  do  that. 
Fast.  The  Day  conversion  wraps  up  7  Hoe 
Colormatic  units, a  half deckand  colorhump. 


plus  a  separate  PMC  designed  and  manufac¬ 
tured  color  hump  to  expand  color  capabilities, 
all  in  a  rapid  25  working  days.  And  they're  tying 
a  rate  increase  to  the  conversion.  Better  repro¬ 
duction  and  higher  rates  fora  rapid  PMC  con¬ 
version  payback,  irs  like  printing  money. 

PMC.  Ten  metropolitan  conversions  at  work. 
High  tech,  high  talent,  high  quality  and  high 
marks  for  the  fastest,  most  economical  offset 
conversion  in  the  business. 

We're  on  a  roll. 
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J-school  news 


Ex-CIA  agent  joins  j-school 

Frank  Snepp.  author  of  “Decent  Interval”  and  the  prin¬ 
ciple  figure  in  the  Supreme  Court's  “Snepp  Decision," 
has  joined  the  faculty  of  the  University  of  Southern  Cali- 
fomia'a  School  of  Journalism  as  a  visiting  professor. 

Snepp.  a  former  CIA  agent,  gained  international  atten¬ 
tion  in  1977  when  the  U.S.  Justice  Department  sued  him 
for  breach  of  secrecy  in  publishing  “Decent  Interval."  an 
expose  of  the  CIA. 

The  Supreme  Court  decision  of  1980  gave  the  govern¬ 
ment  power  to  control  the  release  of  official  information  by 
present  and  past  government  employees. 

Snepp  was  stripped  of  all  profits  from  his  book  and 
enjoined  from  writing  about  anything  he  learned  as  a  result 
of  his  CIA  employment  without  obtaining  official  approv¬ 
al.  He  has  since  become  the  first  American  to  have  a 
screenplay  cleared  by  the  CIA.  He  is  currently  writing  a 
book  about  his  court  case,  which  will  have  to  be  submitted 
to  his  former  employer  for  screening. 

At  use,  Snepp  is  teaching  courses  on  censorship  and 
the  media.  First  Amendment  rights  of  the  press,  reporting 
and  public  affairs. 


Florida  A&M  j-school  expands 

Three  nationally  known  consultants  recently  visited  the 
School  of  Journalism.  Media  and  Graphic  Arts  to  help  plan 
the  new  Division  of  Electronic  Media. 

The  consultants  were  Dr.  Dennis  Harp,  Texas  Tech 
University;  Thomas  Spence,  Commodore  Productions; 
and  Edward  W.  Palmer,  Palmer  Associates.  All  three  are 
members  of  the  International  Television  Association 
(ITVA)  and  Palmer  is  a  member  of  the  ITVA  board  of 
directors. 

Representing  the  school  in  the  discussions  were  Dean 
Robert  M.  Ruggles  and  Dr.  James  P.  Jeter,  assistant  pro¬ 
fessor  of  journalism. 

The  consultants  will  finish  their  work  on  January  9-10, 
1984,  at  another  Tallahassee  meeting  where  facilities  and 
equipment  needs  will  be  discussed  in  detail. 

The  new'  division,  the  school's  third,  is  scheduled  for 
start-up  in  fall  1984.  The  academic  program  will  con¬ 
centrate  on  preparation  of  students  for  corporate  and  non¬ 
profit  organizational  audiovisual  careers,  centering  pri¬ 
marily  on  non-broadcast  television  and  multi-image/multi- 
media  programs  and  the  management  of  such  media  cent¬ 
ers. 


Editor  joins  Harvard  staff 

Charles  Trueheart,  a  former  newspaper  editor  and  col¬ 
umnist.  has  joined  the  Institute  of  Politics  at  Harvard 
University's  John  F.  Kennedy  School  of  Government  as 
associate  director. 

Trueheart  will  direct  the  ARCO  Public  Affairs  Forum 
and  oversee  the  Institute's  student  programs.  His  other 
responsibilities  will  include  administering  many  of  the 
Institute's  special  projects,  such  as  the  educational  pro¬ 
grams  for  newly  elected  officials  and  certain  major  con¬ 
ferences.  Trueheart  will  also  serve  as  the  Institute's  liason 
with  the  news  media. 


Trueheart.  32,  succeeds  Nicholas  Mitropoulos,  who  left 
the  Institute  in  January  to  become  executive  director  of 
personnel  in  the  administration  of  Governor  Michael 
Dukakis. 

Trueheart  was  editorial  page  editor  and  columnist  at  the 
Baltimore  News  American  from  1978  to  1981 .  Most  recent¬ 
ly.  he  has  been  the  Los  Angeles-based  correspondent  of 
Piihlishers  Weekly  and  a  columnist  for  USA  today. 

Court  group  elects  Friendly 

Fred  J.  Friendly,  Edward  R.  Murrow  Professor  emer¬ 
itus  of  the  Graduate  School  of  Journalism  at  Columbia 
University,  has  been  elected  vice  president  of  the  Amer¬ 
ican  Judicature  Society,  a  national  organization  for 
improvement  of  the  courts. 

Founded  in  1913,  AJS.  through  research,  educational 
programs,  and  publications,  addresses  concerns  related  to 
the  selection  and  retention  of  judges,  court  management 
and  the  public's  understanding  of  the  judicial  system. 

Originator  and  director  of  the  Media-Law  Seminars, 
Friendly  advised  the  Ford  Foundation  on  other  com¬ 
munications  projects.  He  is  the  author  of  four  books,  most 
recently  “Minnesota  Rag,”  which  commenmorates  the 
50th  anniversary  of  Near  v.  Minnesota,  a  leading  First 
Amendment  case  establishing  principles  in  the  area  of  fair 
trial  —  free  press. 

Between  1950-1956,  Friendly  was  the  executive  pro¬ 
ducer  for  the  CBS  News  program  “See  It  Now"  with 
Edward  R.  Murrow;  from  1964-1966  he  was  president  of 
CBS  News. 


High  school  Teacher  of  the  Year’ 

John  Bowen,  journalism  teacher  and  newspaper  adviser 
at  Lakewood  High  School,  Lakewood,  Ohio,  was  named 
the  1983  National  High  School  Journalism  Teacher  of  the 
Year  by  the  Dow  Jones  Newspaper  Fund. 

During  a  special  presentation  at  Lakewood  High  School 
board  of  education  meeting.  Bowen  received  a  plaque 
noting  his  outstanding  achievement  in  scholastic  journal¬ 
ism. 

Newspaper  Fund  director  Thomas  Engleman 
announced  at  the  presentation  that  a  $1 ,000  scholarship  in 
Bowen’s  name  will  be  awarded  to  a  Lakewood  High 
School  senior  who  will  begin  college  next  fall  as  a  journal¬ 
ism  major. 

The  Kent  State  University  of  Journalism  nominated 
Bowen  for  the  national  award  and  will  help  the  Newspaper 
Fund  operate  a  writing  competition  at  Lakewood  High 
School  to  select  the  scholarship  recipient. 


J-school  names  associate  dean 

Dana  Leibengood  has  been  named  associate  dean  of  the 
William  Allen  White  School  of  Journalism  and  Mass  Com¬ 
munications  at  the  University  of  Kansas. 

He  replaces  Susanne  Shaw,  who  resigned  to  become 
editor  of  the  Coffeyville  (Kans.)  Daily  Journal.  Leiben¬ 
good  has  been  assistant  dean  since  1971.  He  will  continue 
to  be  journalism  school  placement  director  and  executive 
secretary  of  the  Kansas  Scholastic  Press  Association. 
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Shop  talk 

(Continued  from  puf’e  50) 


in  Lebanon  or  an  invasion  of  Grena¬ 
da,  he  would  have  to  submit  to 
censorship  —  very  possibly  by  offi¬ 
cials  of  a  politically  different 
Administration. 

The  practical  consequences  of  such 
a  censorship  system  would  be 
forbidding.  The  C.I.A.,  with  a  much 
narrower  system  focused  on  a  single 
agency,  has  had  a  burden  clearing 
manuscripts  and  has  often  been  ac¬ 
cused  of  delays  and  arbitrariness. 

How  will  it  work  when  not  one  but 
many  different  agencies  are  involved 
in  looking  over  the  same  proposed 
article  or  book? 

When  a  daily  newspaper  is  waiting 
for  a  timely  piece? 

What  professor  or  journalist  will  be 
interested  in  a  few  years  of  govern¬ 
ment  service  —  that  traditional  and 
useful  American  role  of  the  in-and- 
outer  in  government  —  if  the  result 
would  be  to  tie  him  forever  to  a 
requirement  that  he  submit  much  of 
his  work  to  censors  before  anyone 
else  could  see  it? 

What  can  we  do  about  the  campaign 
for  secrecy  in  government  ?  There  is  a 
tendency  in  liberal  America,  and  I  am 
not  immune  from  it,  to  look  to  the 


courts  to  save  us  from  dangers  to 
liberty.  But  in  this  situation  it  would 
be  folly  to  rely  on  judges. 

The  reason  is  simple. 

The  Reagan  Administration's 
secrecy  measures  are  cloaked  in 
claimed  needs  of  national  security, 
and  judges  are  extremely  reluctant  to 
take  a  hard  look  at  such  claims. 

The  Supreme  Court,  for  example, 
told  by  the  Executive  that  Philip 
Agee,  a  C.I.A.  renegade,  was 
threatening  the  country  by  his 
speech-making  abroad,  upheld  the 
revocation  of  his  passport  in  an 
opinion  saying  that  Mr.  Agee  was  not 
engaged  in  “speech." 

Some  lawsuits  are  unavoidable. 
But  the  press  should  certainly  not 
rush  into  them  with  any  great  confi¬ 
dence  in  this  area  —  not,  for  example, 
try  to  bring  a  test  case  challenging  the 
exclusion  of  reporters  from  Grenada: 
an  idea  that  1  have  heard  is  under  dis¬ 
cussion  and  that  I  think  would  fail 
disastrously. 

What  else,  then? 

I  think  there  is  no  alternative  to 
fighting  the  threat  of  repression  in  the 
arena  of  Congress  and  public  opinion. 
And  despite  the  public’s  skepticism 
about  the  press  these  days,  I  believe 
there  is  hope  in  such  a  battle. 

The  Senate,  a  Republican  Senate, 
has  recently  adopted  an  amendment 


barring  implementation  of  the  lifetime 
censorship  order  until  next  April  15, 
while  Congress  studies  it.  There  is  a 
concern,  a  sensitivity  that  can  be 
reached  —  if.  The  if,  in  my  judgment, 
is  a  convincing  demonstration  that 
what  is  involved  is  not  just  a  fight 
betweem  Us  and  Them,  but  is  a  strug¬ 
gle  to  preserve  the  rights  of  all  citizens 
in  a  democracy. 

The  press  has  not  always  been 
effective  or  even  adequately  con¬ 
cerned  about  issues  of  democracy 
when  its  own  ox  is  not  being  gored. 
You  may  see  bigger  headlines  when  a 
newspaper  loses  a  case  in  the 
Supreme  Court  than  when  the  Presi¬ 
dent  issues  a  sweeping  order  designed 
to  impose  on  government  a  system  of 
prior  restraint  just  like  the  English 
press  licensing  system  that  the  Fram¬ 
ers  of  our  Constitution  thought  they 
were  excluding  forever  from  this 
country. 

To  my  astonishment,  a  columnist  in 
the  Wall  Street  Journal  actually  wel¬ 
comed  the  Reagan  censorship  order 
as  a  “fine  idea.” 

But  1  think  editors  and  reporters 
mostly  now  do  understand  that  free¬ 
dom  is  indivisible,  that  the  press 
weakens  its  own  safety  if  it  cares  only 
about  itself  or  separates  itself  from  the 
public  interest  in  free  and  informed 
debate. 
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Akron  daily  reaches  pacts  with  Guild,  Teamsters 


Akron  (Ohio)  Beacon  Journal,  a 
Knight-Ridder  newspaper,  and  the 
Akron  Newspaper  Guild  Local  7 
reached  a  tentative  agreement  on  a 
new  contract  giving  editorial  employ- 
y  ees  a  $65  a  week  increase  over  the 
next  two  years. 

The  agreement  was  ratified  by  the 
membership,  but  has  yet  to  be  signed 
by  Guild  officials. 

The  new  contract  will  raise  the  top 
union  scale  from  $580  per  week  to 


$645  a  week  over  the  life  of  the  con¬ 
tract. 

The  wage  package  calls  for  editorial 
employees  to  receive  $30  more  per 
week  in  the  first  year,  a  $30-a-week 
increase  for  the  next  six  months  with 
the  second  year  raise  going  up  by  an 
additional  $5  to  $35  per  week  in  the 
18th  month  of  the  contract. 

James  V.  Gels,  general  manager  of 
the  Beacon  Journal,  said  the  news¬ 
paper  expects  the  paper’s  140- 


member  Guild  unit  to  ratify  the  con¬ 
tract.  It  will  expire  on  Oct.  31,  1985. 

Gels  said  the  newspaper  also 
agreed  to  “minor”  fringe  benefit 
increases,  but  said  these  were  offset 
by  increases  in  employees’  health 
insurance  deductibles. 

The  newspaper  also  reached  an 
agreement  with  Teamsters  Local  473 
on  a  new  23-month  contract  which 
was  unanimously  approved  by  the 
union’s  170  members  who  include 
drivers,  mailers  and  haulers. 

The  new  pact  will  raise  wages  by 
$30  per  week  in  the  first  1 1  months, 
and  by  $20  per  week  in  the  second  12 
months.  About  two-thirds  of  the 
Teamsters  currently  have  a  top  scale 
of  $495  per  week,  and  the  third  has  a 
top  scale  of  $526  per  week.  Gels  said. 

Local  473  agreed  to  give  the  Beacon 
Journal  work-rule  concessions  to 
enable  the  newspaper  “to  remain 
competitive,”  said  Carmen  Parise, 
secretary  treasurer. 

Gels  said  the  new  contract  is  “a  fair 
settlement.” 

USA  Today 

(Continued  from  page  14) 

“We  certainly  have  all  the  equip¬ 
ment,”  Shannon  said. 

The  electronic  mail  system  itself 
can  be  used  to  transmit  copy  for  text- 
only  ads,  with  the  local  newspaper 
then  setting  the  ad  in  type.  Shannon 
remarked  that  some  tombstone 
recruitment  ads  and  classified  ads 
have  already  been  transmitted  over 
the  system  with  the  DEC  writer. 

EMS  also  enables  GNAS  to  track 
by  ad  classification  the  amount  of  lin¬ 
age  used  in  each  Gannett  paper  as  well 
as  linage  sold  by  salesman,  by  office 
and  by  region. 

Another  possibility  Shannon  sees 
for  EMS  is  to  have  advertisers  send  ad 
copy  in  advance  and  then  schedule 
the  insertion  through  the  system.  The 
advantages  are  that  it  would  be  easier 
to  update  ads  and  distribute  regional¬ 
ized  information. 

“Larger  retailers  will  have  a  better 
ability  to  compete  regionally,”  he 
said,  because  they  can  use  EMS  to 
give  the  latest  prices  at  their  stores  in 
different  areas  of  the  country. 

GNAS  has  been  inviting  ad  agency 
executives  to  seminars  teaching  them 
about  the  new  electronic  systems. 

“The  advertiser  has  to  learn  and  we 
have  to  sell  them  on  how  these  sys¬ 
tems  can  be  used,”  he  said.  “They 
have  to  understand  they  can  use 
newspapers  in  a  much  faster  way 
today.” 
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Developing  flexible  softtvare  for  the  news- 
paper  industry  requires  painstaking 
\  attention  to  detail,  total  familiarity  with 

newspaper  needs  and  a  sixth  sense  to 
assure  the  flexibility  the  future  will 

Our  systems  set  the  pace  for  the  industry,  and  our  after-the- 
sale  service,  support  and  enhancements  keep  them  up  and 
running  smoothly.  That's  why  CJ/riEWSPLUS,  a  concise, 
easy-to-use  package  of  systems,  has  been  purchased  by  70 
newspapers  nationwide.  Why  not  see  How  They  Run? 


CJ/CIRCELATION 

CJ/ADVERTISING 

CJ/PAYROLL 

CJ/PERSONNEL 


COLLIER 


CJ/ADVA1>CED  GENERAL  LEDGER 
CJ/ACCOUNTS  PAYABLE 
CJ/FIXED  ASSETS 
CJ/REPORT  WRITER 


JACKSON,  INC. 

We  bring  software  to  life. 


2 1 04  A  W.  25th  Street  5406  Hoover  Blvd.  44  Washington  St. 
Lawrence,  KS  66044  Tiinpa,  FL  33614  Toms  River,  hJ  08753 
(913)  749-0923  (813)  885-6621  (201)  240-2506 


©THE  FOURTH  ESTATE 


TRADEMARKS  AND  THE  PRESS 

SUPPLEMENT 


First  Annual  Edition  Offers: 

"THE  PHILOSOPHY  OF  TRADEMARK  USE— 
LEGAL  ASPECTS— HISTORY  AND  GUIDELINES" 
BY  JULIUS  R.  LUNSFORD,  JR. 

"ON  YOUR  MARK"  BY  CRAIG  W.  MOODIE 


THIRTY-TWO  ADVERTISEMENTS  WITH 
ADDITIONAL  INFORMATION  FOR  CORRECT 
USE  OF  SPECIFIC  TRADEMARKS 


brought  to  you  by 


©Mars  Inc.,  1983 


a  division  of 
Mars,  Incorporated 


NOT  USE  A  ®  !!?! 

We’ll  concede  to  your  sense  of  aesthetics  if  you’ll  give  us  all  caps  and  a 
generic  word  or  two,  we  won’t  insist  you  use  the  ® .  We’ll  use  it  of  course. 
But  we  want  our  customers  to  be  able  to  choose  the  product  they  want 
and  be  assured  of  quality  time  after  time.  So  we  use  the  following  trade¬ 
marks  to  identify  our  products.  Please  help  your  readers  and  us  by  using 
our  marks  in  all  caps  followed  by  our  product  it  names. 


Mazola. 

SKippy. 

ARGO, 

Rit 


CORN  OIL,  COOKING  SPRAY  AND  MARGARINE 
PEANUT  BUTTER 
CORN  STARCH 
L®  DYE 

H ELLM ANN  S®  mayonnaise,  tartar  sauce  and  sandwich  SPRED 

Best  FOOdScp^  MAYONNAISE,  TARTAR  SAUCE,  SANDWICH  SPRED  AND  PICKLES 
Kkro  ®  CORN  SYRUP 

Golden  Griddle«)  syrup 

LAUNDRY  STARCH 


Niagara. 

nuSOR. 


FABRIC  SOFTNER 


P.S.  A  ®  now  and  then  would  be  nice  though. 


International 
CPC  International  Inc. 
Englewood  Cliffs,  N.J.  07632 


SCRABBLE^*®  is  a  registered  trademark  owned  exclusively  by  Selchow  & 

Righter  Company.  It  identifies  a  unique  group  of  word  games  and  related 
properties,  manufactured  and  sold  by  Selchow  &  Righter.  It  is  both  incorrect 
and  misleading  to  use  SCRABBLE®  as  a  generic  term.  So  please  be  specific— 
when  you  mean  SCRABBLE®  brand  word  games,  say  so. 

SCRABBLE*  Is  the  registered  trademark  of  Selchow  &  Righter  Co  .  Bay  Shore.  NY  for  its  line  of  word  games  and  entertaiment  services 


CR0SttBS!» 


*r 


brand  r 


crossword 


Quip 


SlNTtNCEBO^ 


CROSS 


iPSWlCt 


cwoea  coiiMscnoN  won®  4 


osswofQ  Gauw  win 
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TV  Guide® 
Television  Guide® 
Cable  TV  Guide® 
TV  Movie  Guide® 
Pay  TV  Guide® 


Our  trademarks  are  as  important  to  us 
as  TV  Guide  is  to  nearly  38  million  discrim¬ 
inating  readers  every  week.  So  remember: 
TV  Guide,  Television  Guide,  Cable  TV  Guide, 
TV  Movie  Guide,  Pay  TV  Guide  and  the 
TV  Guide  logo  are  all  registered  trademarks 
of  Triangle  Publications  me., 
and  can’t  be  used  by 
anyone  else. 


TV 

GUIDE 


TRIANGLE  PUBLICATIONS.  INC. 


Brand  carbaryl  insecticide 


It  takes  care  of  your  bugs. 
Please  take  care  with  ours. 


e - 

vJEVIN®  brand  is  Union  Carbide’s  trademark 
for  carbaryl  insecticide,  and  should  always  be  used 
as  shown  above.  It  should  bear  the  circle-R  trade¬ 
mark  bug  and  be  used  in  connection  with  the 
generic  term,  carbaryl.  It  bugs  us  when  it’s  not. 

You  see,  SEVIN®  carbaryl  comes  only  from 
Union  Carbide,  and  is  one  of  the  most  widely  used 
insecticides  in  the  world.  So  just  because  the 
name  appears  on  labels  from  other  companies, 
please  don’t  get  the  idea  that  it’s  a  generic  term. 

Because  no  matter  whose  label  the  name 
appears  on,  SEVIN®  carbaryl  has  always  meant 


high  quality,  consistent  performance  to  our  cus¬ 
tomers.  It’s  a  name  they  have  come  to  trust.  So 
we  trust  you’ll  use  it  right.  And  we  won’t  bug 
you  about  it. 


UNION  CARBIDE  AGRICULTURAL  PRODUCTS  COMPANY,  INC. 

P.  O.  Box  12014,T.W.  Alexander  Drive 

Research  Triangle  Park.  NC  27709 

SEVIN  is  a  roistered  trademark  for  carbaryl  insecticide. 

As  with  any  insecticide,  always  follow  instructions  on  the  label. 

C 1983  Union  Carbide  Agricultural  Products  Company.  Inc. 
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\bu  cant  always  take 
Roget’s  word  for  it. 


We’d  like  to  thank  the  people  who 
publish  a  leading  Roget’s  Thesaurus  for 
taking  the  time  and  trouble  to  include 
Xerox.  But  we’d  like  to  bring  up  a  gram¬ 
matical  point. 

The  Xerox  trademark  is  not  a 
noun.  Nor  is  it  a  verb.  It  is  a  proper  adjec¬ 
tive  and  should  always  be  followed  by  a 
word  or  phrase  describing  one  of  our 
products.  Such  as  Xerox  copier,  Xerox 


word  processor,  Xerox  electronic  printing 
system,  etc. 

^  please  check  your  Thesaurus  and, 
if  necessary,  make  these  corrections.  And 
please  feel  free  to  use  Xerox— the  proper 
adjective— as  a  part  of  your  speech. 

That  way  you  can  be  sure  that 
when  you  ask  for  a  Xerox  product,  you’ll 
get  only  a  Xerox  product.  And  not  just 
a  synonym. 


XEROX®  isa  trademark  of  XEROX  CORPORATION. 


Ml'ZAK  IS  a  rcmstcrcJ  trademark  (if  Mu/ak, 


Call  our  music  anything  you  want. 
Just  don’t  call  it  Muzak. 


’Ibii  know  the  ol<J  saying, 
“Wb  don’t  care  what  you  say 
about  us  as  long  as  you  spell 
our  name  right?” 

Well,  at  Muzak,  we  don’t 
eare  what  you  eall  us  as  long 
as  you  use  our  name  right. 

You  see,  MUZAK  is  a 
registered  trademark. 

So  when  you  use  our 


trademark  name,  use  it 
only  to  deseribe  our  serviees, 
as  in  musie  by  MUZAK. 

Or  as  in  MUZAK  environ¬ 
mental  musie.Or  even  as  in 
MUZAK  sound  masking. 

But  however  you  use 
our  name,  please  do  us  one 
favor.  Use  it  eorreetly. 
Muzak  is  who  we  are. 


not  what  you  hear.  | 

And  eheck  the  spelling 
while  you’re  at  it. 


MUZAK 


Sound  Business  SoluticMis ' 
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WESTINGHOUSE  BROADCASTING  AND  CABLE.  INC 


ciation 


One^  a  REAiaOir. 
Oneisi^ 


As  you  know,  the  terms  “REALTOR®”  and  “real  estate 
broker”  are  not  interchangeable.  Because  not  every  real  estate 
broker  is  a  REALTOR®.  Only  a  member  of  the  NATIONAL 
ASSOCIATION  OF  REALTORS®  can  properly  be  identified 
as  a  “REALTOR®” 

So  remember  to  ask  yourself,  “Is  the  person  Tm  writing 
about  really  a  REALTOR®?”  Before  you  write  it  in,  check  it  out. 

REALTORS  is  a  registered  collective  membership  mark  which  identifies  a  real  estate 
professional  who  is  a  member  of  the  NATIONAL  ASSOCIATION  OF  REALTORS®  and 
subscribes  to  its  strict  Code  of  Ethics. 


NATIONAL  ASSOCIATION  OF  REALTORS^ 


^>1983  NATIONAL  ASSOCIATION  OK  REALTORS* 


Get  it  right  before  you  write  it. 


“CHOW” 

ISN’T  ITALIAN  FOR 
“HELLO” 

Even  though  the  words  “Chow”  and  “Ciao”  are  pronounced 
alike,  they  mean  two  entirely  different  things. 

“Chow”  is  a  registered  trademark  used  by  Ralston  Purina  to 
identify  many  of  our  agricultural  and  consumer  products. 
You’ll  find  it  on  a  broad  line  of  foods  and  feeds  for 
dogs,  cats,  horses,  cows,  pigs,  chickens,  rabbits,  birds,  sheep, 
goats,  pigeons,  monkeys,  fish,  etc. — if  it  neighs  or  bays, 
chatters  or  squeals,  wiggles  or  swims,  we  make  a  Chow® 
brand  product  to  feed  it. 

And  wherever  you  find  the  word  Chow®,  you’ll  also  find  the 
familiar  nine-square  checkerboard  trademark. 

They  go  together  like  the  birds  and  bees. 

Chow®,  the  nine-square  checkerboard,  and  checkerboard 
pattern  are  registered  trademarks  of  Ralston  Purina 
Company.  They  belong  to  us,  just  as  your  own  company 
name  and  identification  are  yours  alone.  It’s  in  both 
our  best  interests  to  keep  it  that  way. 


©Ralston  Purina  Company,  1979 


Ralston  Purina 
Company 


what  is  NutraSweet™? 


NutraSweet™  is  the  trademath;  of  G.D.  Searle  &  Gd. 
for  its  revolutionary  sweetening  ingredient— aspartame. 

Unlike  saccharin  and  other  artificial  sweeteners  it  is 
officially  classified  as  a  nutritive  sweetener. 

Less  than  one  year  after  national  intrcxluction,  over 
70%  of  all  consumers  know  its  name. 

Consumers  understand  it.  They  know  it  as  a  low- 
calorie  ingredient  that  tastes  like  sugar  and  is  not  artificial 
like  saccharin. 

It  generates  remarkable  success  for  products  contain¬ 
ing  it  In  its  first  year;  it  has  been  tried  in  consumer  products 
by  approximately  30%  of  the  people  in  this  country  Many 
more  people  will  try  it  in  1984. 

Its  unprecedented  success  makes  it  an  ideal  sul^ect 
for  articles. 

For  more  information  on  what  it  is,  how  to  describe 
it  and  its  latest  successes,  please  write  to  Denise  Ertell, 
Director  of  Public  Afeirs  for  the  NutraSweet  Group  of 
G.D.  Searle  &  Co.,  P.O.  Box  1045,  Skokie,  IL  60076. 

And  if  you’d  like  a  fiee  taste  of  NutraSweet  brand 
sweetenei;  please  ask.  We’ll  see  that  you  get  a  fiee  sample. 

NUTRAStVEEL 


*  NutraSweet  is  a  trademark  of  G.D.  Searle  &  Co.  for  its  brand  of  sweetening  ingredient.  SEARLE  c  1984  G.D.  Searle  &  Co. 


TABASCO  is  the  registered  trademark  for  TABASCO 
brand  pepper  sauce,  TABASCO  brand  Bloody  Mary  Mix, 

‘  TABASCO  brand  picante  sauce.  TABASCO  has  been  used 
as  a  trademark  since  1868  to  identify  products  of 
Mcllhenny  Company,  Avery  Island,  Louisiana. 


TABASCO  is  a  n'jjisleriMi  trademark  of  Mdihenny  Company.  Avery  Island.  l,ouisiana  70513 


THE  PHILOSOPHY  OF  TRADEMARK  USE 
LEGAL  ASPECTS 
HISTORY  AND  GUIDELINES 


By  Julius  R.  Lunsford,  Jr. 

Introduction 

All  names,  all  identifications,  are 
symbolic.  The  stork  symbolizes  birth; 
the  skeleton  or  grim  reaper  sym¬ 
bolizes  death.  Father  Time  signifies 
that  interval  between  birth  and  death. 
The  cross  has  modeled  the  lives  of 
billions  over  the  past  1900  years.  The 
Red  Cross  is  a  promise  of  relief  and 
mercy.  The  Democratic  donkey  and 
the  Republican  elephant  are  symbolic 
of  this  country's  political  parties. 
Even  countries  are  represented  by 
symbols:  The  United  States  by  the 
bald  eagle  and  “Uncle  Sam”;  Great 
Britain  by  the  lion  and  “John  Bull”; 
France  by  the  fleur  de  lis;  Russia  by 
the  bear;  and  Japan  by  the  Rising  Sun. 

Mr.  Justice  Frankfurter  of  the 
Supreme  Court  of  the  United  States 
wrote:  “If  it  is  true  that  we  live  by 
symbols  it  is  no  less  true  that  we  pur¬ 
chase  goods  by  them.” 

Americans  are  trademark  con¬ 
scious  people.  Trademarks  influence 
our  daily  lives  and  symbolize  our 
American  system  of  free  and  competi¬ 
tive  enterprise.  We  encounter  them 
not  only  in  the  marketplace,  but  also 
in  our  work,  in  our  play,  in  reading 
magazines,  newspapers,  watching 
television,  at  the  banks,  at  the  theatre, 
on  the  highways,  in  every  mode  of 
transportation,  in  church,  and  even 
one  trademark  at  a  trademark  own¬ 
er's  tomb. 

For  example,  after  a  refreshing 
night's  sleep  on  his  Beaiityrest  mat¬ 
tress,  the  average  American  adult 
may  be  awakened  by  the  alarm  of  a 
Westclox  clock.  He  arises  and  walks 
on  World  carpet  to  the  bathroom.  He 
brushes  his  teeth  with  Cresi-  tooth¬ 
paste  on  a  Colf>ate  toothbrush  and 
applies  Foamy  shaving  cream  to  be 
removed  by  a  Gillette  or  Schick  razor. 
After  a  stimulating  shower  with  Ivory’ 
or  Safef’aard  soap  and  while  listening 
to  the  newscast  from  an  RCA  or  Phil- 
co  radio,  or  glancing  at  the  Today 
show  on  a  Panasonic  or  Zenith  televi¬ 
sion,  he  hurries  into  his  Jockey  or 
Munsinfiwear  underwear,  dons  an 
Arrow,  Sero  or  Gant  shirt,  freshly 
laundered  with  Tide  detergent,  pulls 
on  his  Interwoven  or  Gold  Cap  socks, 
slips  into  his  Hart,  Schaffner  &  Marx 
or  Hickey  Freeman  suit  and  his  Flor- 
sheim  or  Freeman  shoes,  puts  on  his 
Elgin  or  Roiex  watch  and  rushes 
downstairs  to  breakfast. 


In  the  kitchen,  where  the  linoleum 
is  bright  with  a  coat  of  Johnson 's  wax, 
he  snatches  two  slices  of  Flowers 
bread  from  the  Toastmaster  toaster 
and  consumes  a  cup  of  Maryland  Club 
or  Sanka  coffee  and  pours  a  glass  of 
Minute  Maid  orange  juice  which  has 
been  kept  in  a  Frigidaire  or  Coidspot 
refrigerator.  If  time  permits,  he  may 
read  the  Times,  Chronicle  or  Sun 
newspaper.  After  breakfast  he  enjoys 
a  Winston  or  Marlboro  cigarette. 
Should  he  cut  or  burn  his  finger,  he 
would  apply  Vaseline  petroleum  jelly 
or  a  Band-Aid  bandage.  His  nine  year 
old  son  may  remind  him  that  he  has 
Little  League  baseball  practice  at  5:30 
pm.  He  dons  his  new  Stetson,  Knox  or 
Churchill  hat  (if  hats  are  back  “in”) 
and  drives  his  Ford,  Plymouth  or 
Chevrolet  automobile  to  work.  On  the 
way  he  will  be  reminded  by  his  Motor¬ 
ola  radio  that  “things  go  better  with 
Coke.” 

In  this  short  span  of  a  morning,  he 
has  either  consciously  or  sub¬ 
consciously  used  numerous  articles 
identified  by  trademarks.  During  the 
remainder  of  the  day,  wherever  he 
goes,  whatever  he  does,  trademarks 
and  brand  names  are  staring  him  in  the 
face  and  speaking  in  his  ear,  helping 
him  select  or  choose  a  product  which, 
from  past  experience,  has  proven  sat¬ 
isfactory. 

During  the  course  of  the  day,  he  will 
use  the  Xerox  machine  and  reach  for 
the  Scotch  tape  on  his  Formica  coated 
desk  which  also  has  a  box  of  Kleenex 
tissues  in  the  drawer,  alongside  a 
Magic  Marker.  If  he  feels  hungry 
before  lunch,  he  will  probably  snack 
on  some  Ritz  crackers  or  if  he  is 
dieting,  he  may  choose  to  order  a  Jell- 
O  gelatin  salad  for  lunch  at  the  Com¬ 
merce  Club,  the  University  Club  or 


the  Bohemian  Club.  If  he  is  not 
dieting,  he  may  order  a  Beefeater  or 
Tanqueray  martini,  or  a  glass  of 
Taylor  or  Gallo  wine  while  he  reads 
Business  Week  magazine  or  the  Wall 
Street  Journal.  If  time  permits,  he 
may  browse  at  Brooks  Bros., 
Zachrys,  or  Hastings  men's  shop. 

On  his  way  home,  after  reading  the 
Evening  Bulletin,  Journal  or  News, 
he  may  light  up  a  Hav-A-Tampa, 
Muriel  or  White  Owl  cigar.  After  din¬ 
ner  he  may  play  a  game  of  gin  rummy 
with  Bicycle  cards.  If  he  must  catch  a 
plane  to  another  city,  he  may  hold  a 
ticket  on  Delta,  Eastern,  American  or 
United  airlines,  after  a  trip  to  the  air¬ 
port  in  a  Yellow  cab.  Should  it  be  a 
transcontinental  flight,  he  will  have 
the  privilege  of  seeing  a  Columbia, 
20th  Century  Fox,  or  United  Artist 
movie.  Of  course  he  has  packed  his 
clothes  in  his  Ameritum  Tourister  lug¬ 
gage. 

Trademark  Philosophy, 

Value  and  Worth 

A  trademark  (brand  name)  is  an 
indication  of  the  commercial  origin  of 
goods.  Rights  in  and  to  a  trademark 
are  dependent  on  only  two  things:  ( 1 ), 
priority  of  adoption  and  use,  and  (2), 
continuous  occupancy  in  the  market¬ 
place.  A  trademark  serves  three  basic 
functions:  First,  it  serves  as  a  badge  of 
identification  of  origin,  distinguishing 
one  manufacturer's  product  from 
those  of  competitors.  Second,  it 
serves  as  a  guarantee  of  the  con¬ 
sistency  of  the  nature,  quality  and 
characteristics  of  the  goods.  Third,  it 
serves  as  an  advertising  symbol.  A 
trademark  should  be  a  good  sales¬ 
man.  Without  the  right  to  advertise 
and  display  the  mark,  the  right  to  use 
it  would  be  of  little  or  no  value. 
Nationwide  advertising  is  intended  to 


SAHARA  IS  A  NAME 
FOR  ONLY  TWO  THINGS: 

1.  Registered  trademark  of  S.B.  Thomas,  Inc.  for 
its  pocket  (or  pita)  bread. 

2.  (We  forget). 

SShBPB®  POCKET  BREAD 

Only  from  S.B.  Thomas,  Inc.  •  The  English  Muffin  People 
S.B.  Thomas,  lnc.«Totowa,  N.J. 
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attract  trade  and  to  sell  the  goods 
identified  by  the  trademark. 

Every  advertising  professional 
knows  that  it  is  the  constant  growth  of 
the  trademark  buying  habit  that  has 
transformed  advertising  from  a  gam¬ 
ble  to  an  investment.  Most  retailers 
know  that  if  brand  names  were  dis¬ 
carded  it  would  take  twice  as  many 
clerks  to  serve  the  same  number  of 
customers.  The  unwary  consumer 
knows  that  brand  named  merchandise 
is  preferred  because  a  manufacturer 
shows  his  confidence  in  goods  by 
putting  his  trademark  on  them.  The 
working  man  is  cognizant  that  the  fix¬ 


ing  of  responsibility  increases  care 
and  pride  in  production.  Bankers  and 
financiers  know  that  trademarks  are 
symbols  of  good  will  and  represent 
trade  expectancy.  Sales  directors 
know  that  in  the  competitive  struggle 
a  good  name  is  above  price,  for  the 
Bible  tells  us:  “A  good  name  is  to  be 
chosen  rather  than  great  riches." 

A  trademark  is  a  badge  of  pride,  a 
designation  of  individuality,  and  an 
appeal  for  public  acceptance. 
Throughout  history  the  craftsman  has 
given  a  name  to  what  his  hand  and 
brain  have  produced.  In  doing  so  the 
pride  of  ownership  and  quality  are 


established  as  a  result  of  his  labor. 
Imitation  is  the  sincerest  form  of  flatt¬ 
ery.  It  is  an  attempt  to  trade  upon,  and 
capitalize  on  the  well-established 
reputation  and  good  will  of  the  prior 
user.  The  law  protects  the  trademark 
owner  because  it  is  considered 
undesirable  to  permit  a  person  to 
appropriate  another's  good  will  by 
imitating  his  trademark.  Imitation  is 
unfair.  When  a  product  or  name  is 
imitated  or  copied,  its  success  has 
been  assured. 

Some  companies  carry  the  value  of 
their  trademarks  at  Sl.OO  and  others 
“at  cost"  on  their  balance  sheets. 
This  fact,  though,  does  not  reflect 
their  true  value  and  at  least  one  court 
has  so  held.  Inflation  requires  a  multi¬ 
plication  by  at  least  five  any  means  of 
computing  the  true  worth  of  a 
trademark  on  today's  market. 
Expenditures  in  protecting  a  com¬ 
pany's  trademarks,  to  some  degree, 
reflect  the  owner's  opinion  of  their 
worth.  It  has  been  said  that  The  Coca- 
Cola  Company  spends  hundreds  of 
thousands  of  dollars  per  year  protect¬ 
ing  Coca-Cola  and  Coke  (both  of 
which  identify  the  same  product) 
which  in  1967  were  listed  as  part  of 
that  company's  intangible  assets  val¬ 
ued  at  S3  billion. 

Another  method  which  many  use  to 
value  trademarks  is  by  the  appeal  of 


TOM  WHO? 

If  you  just  write  Thomas’  people  will  wonder — 

St.  Thomas  Aquinas? 

Thomas  a’Beckett? 

Thomas  Jefferson? 

But  if  you  write  THOMAS’  English  muffins  there  will  be  no 
question  that  you’re  writing  about  our  delicious  product. 

THOMAS®  English  MUFFINS  and  other  fine  products. 

S.B.  Thomas,  lnc.*Totowa,  N.J. 


BOGOTA, 
COLUMBIA? 

Of  course  not. 

No  editor  is  going  to  catch  you  making  a 
mistake  iike  that.  Even  if  you  weren't  cer¬ 
tain,  you'd  check  your  worid  atias  to  be 
sure  it's  Bogota,  Coiombia. 

And  we'd  appreciate  your  checking  out 
the  tacts  when  you  refer  to  us  and  what  we 
buiid.  We  make  a  line  of  machines  used  in 
surface  mining.  The  iine  includes  off- 
highway  trucks,  wheei  tractor-scrapers, 
wheel  and  track-type  loaders,  track-type 
tractors  and  motor  graders.  We  also  build 
pipelayers,  skidders,  compactors,  lift  trucks 
and  diesel  engines. 

Other  companies  make  products  similar  to 
ours.  They  sometimes  paint  theirs  yellow, 
too.  But  they  don't  bear  the  CATERPILLAR 


name.  CATERPILLAR  and  CAT  are 
registered  trademarks  of  Caterpillar 
Tractor  Co. 

So  should  you  ever  use  our  name,  please 
be  sure  you're  writing  about  the  products 
we  build.  Just  as  you'd  be  sure  to  put 
Bogota  in  Colombia. 

We  thank  you.  And  so  do  the  people  of 
Bogota. 


[Q 


CATERPILLAR 


Caterpillar.  Cat  and  3  . 


i  of  Caterpillar  Tractor  Co 
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Rolodex' Brand 
Desk  top  files 


The  Rotary  World  revolves  around 
Rolodex . . .  World  Leader. 

There  is  only  one  Rolodex. 
Rolodex  is  a  registered  trademark 
of  Rolodex  Corporation. 

Rolodex  Corporation 

245  Secaucus  Road,  Secaucus,  N.J.  07094 
An  ^Insiloo  Company 


the  commercial  object  it  symbolizes.  Mining  and  Manufacturing  Co.  show- 
In  one  case,  the  value  of  the  ed  that  its  sales  of  products  identified 
trademark  D/m/iiV/ was  established  by  by  the  trademark  3M  were  over  $2 
showing  wholesale  sales  in  excess  of  billion  in  1966  and  1967.  The  company 

$70  million  from  1922  to  1969  and  further  showed  that  advertising 

retail  sales,  apparently  in  outlets  expenditures  for  that  brand  were  $14 
operated  by  the  trademark  owner,  to  million  in  1967. 

be  in  excess  of  $70  million  during  the  In  1944,  when  legislation  was  pend- 

period  of  1933  through  1969.  ing  to  restrict  the  trademark  Red 

Similarly,  Safeway  Stores  showed  Cross,  the  late  Senator  Tydings 

that  its  sales  under  the  trademark  pointed  out  that  the  intrinsic  worth  of 

Safeway  exceeded  $1.5  billion  in  one  long  established  trademarks  had  been 
year.  The  owner  of  the  mark  ARMCO  reported  in  Printer's  Ink  (now  out  of 
established  the  value  of  its  trademark  print)  as  follows;  Maxwell  House  Cof- 

by  showing  annual  sales  of  $1 .5  billion  fee,  $42  mWWon,  Jell-0,  $35  million; 

with  average  advertising  Sun-Maid  Raisins,  $5.6  million; 
expenditures  of  $4  million.  Minnesota  Calumet  Bakin}>  Powder, million; 


brand  name. 


Our  Kit^  Litter®  brand  name  was  registered  in 
1955  with  the  U.S.  Patent  Office  as  the  original 
cat  box  filler.  Please  help  us  protect  it  by 
capitalizing  the  K  and  L  and  adding  the  word 
“brand”  when  referring  to  our  Kitty  Litter  brand 
cat  box  filler. 

Thank  you! 


and  Castoria,  $12.5  million. 

Whatever  method  of  evaluation  is 
used,  it  is  obvious  that  well-known 
trademarks  have  great  value  and  are 
worth  protecting  vigorously. 

History 

Trademarks  are  one  of  the  oldest  of 
customs  and  institutions.  Some  legal 
writers  have  stated  that  they  origin¬ 
ated  in  the  Stone  Age  when  makers  of 
pottery  affixed  their  marks  to  their 
wares.  Wall  paintings  of  ancient 
Egypt  show  cattle  being  branded.  In 
medieval  times  there  were  personal 
marks  which  identified  individuals, 
such  as  coats  of  arms.  There  were  also 
proprietary  marks  used  to  indicate  the 
origins  of  goods.  Branding  was  not 
confined  to  cattle  but  was  used  to 
identify  a  merchant's  wares  by  burn¬ 
ing  the  mark  into  wooden  barrels  and 
even  on  humans,  such  as  slaves  and 
prisoners.  The  antiquity  of 
trademarks  and  their  almost  universal 
use  prove  they  fulfilled  a  social  need. 
They  fixed  the  responsibility  of  the 
seller  of  goods  by  furnishing  a  means 
to  indicate  where  they  came  from. 
There  is  really  no  need  to  follow  the 
long  historical  development  of  the  use 
of  marks  in  ancient  times  and  by  the 
guilds  of  the  Middle  Age  when  the 
trademarks  were  used  in  the  interest 
of  the  public  in  order  to  ascertain 
responsibility  for  short  weight, 
inferior  goods,  or  inferior  workman¬ 
ship. 

Loss  of  Trademark  Rights 

It  is  to  the  great  credit  of  the  respec¬ 
tive  trademark  owners  (and  no  doubt 
to  their  attorneys,  advertising  agenc¬ 
ies,  and  the  advertising  media, 
including  the  cooperative  press)  that 
Baker's  (originated  during  George 
Washington’s  time),  Colgate  (since 
1806),  Gordon's  (since  1769).  Tabas¬ 
co  {since  1864),  Vaseline  {since  1879), 
and  Coca-Cola  (since  1886)  are  still 
valid  trademarks  and  brand  names, 
not  product  names.  Others,  perhaps 
less  diligent  and  certainly  less  fortun¬ 
ate,  have  seen  numerous  well-known, 
one-time  trademarks  adjudicated  by 
courts  to  be  generic  words.  Some  of 
them  are  aspirin,  lanolin,  milk  of  mag¬ 
nesia,  celluloid,  kerosene,  linoleum, 
cellophane,  escalator,  yo-yo,  ther¬ 
mos,  shredded  wheat,  cube  steak, 
raisin  bran,  dry  ice,  corn  flakes,  and 
more  recently  monopoly  for  a  board 
game,  toll  house  for  cookies,  shuttle 
for  Eastern's  air-shuttle  service,  and 
opry  for  a  country  musical  show.  A 
federal  judge  in  New  Jersey  wrote  re¬ 
cently;  “However,  it  cannot  be 
denied  that  Cream  of  Wheat  (used 
continuously  since  1895)  is  not  a 
strong  mark  and  might  be  generic.’’ 

In  the  cases  involving  escalator, 
cellophane  and  thermos,  the 
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THIS  IS  A 
STYROFOAM  CUR” 


Molded  plastic  foam  cups,  coolers,  and  packing  mate¬ 
rials  are  occasionally  misnamed  with  our  trademark. 
STYROFOAM  brand  plastic  foam,  a  40-year-old 
proprietary  product  of  The  Dow  Chemical  Company, 
is  made  differently.  It’s  extruded  only  in  boards  or  bil¬ 
lets,  never  molded.  This  gives  it  a  unique  cell  struc¬ 
ture.  And  distinctly  different  func-  ^ 

tional  properties. 

STYROFOAM  brand  plastic  foam  is 
the  number  one  plastic  foam  for  residential 


and  commercial  insulation  (shown),  as  well  as  flo¬ 
tation,  floral  and  craft  applications.  But  it’s  simply 
impractical  to  make  cups  out  of  STYROFOAM. 

STYROFOAM  plastic  foam  is  truly  unique.  It  de¬ 
serves  its  well-earned  name  and  reputation.  So  the 
next  time  you  see  plastic  foam  cups,  coolers,  or 
packing  materials,  remember: 

They  aren’t  STYROFOAM  brand 
[ih]  j  plastic  foam. 


“Trademark  ot  The  Dow  Chemical  Company 


©1980  The  Dow  Chemical  Company 


Trademark 

Crossword 

Puzzle 

With  some  apologies  to  the 
master  ‘  'puzzle  makers’  ’  I 
accepted  the  challenge  to  create 
a  trademark  crossword  puzzle — 
and  here  is  the  first  result.  You 
will  find  a  few  stray  letters  here 
and  there,  which  may  not  be  the 
mark  of  an  ‘expert’  but  it  may 
make  the  challenge  more 
interesting. — Dorothy  Fey 


ACROSS 

1 .  tm  for  man-made 
fiber 

8.  an  image 

1 1 .  tm  for  environmental 
music  programs 

16.  tm  for  detergent 

17.  tm  for  an  analgesic 

19.  a  narrow  passage 

20.  to  be  indebted 

22.  a  loser  (comp;  hyph) 
24.  hung  loosely 
26.  talked  wildly 

28.  an  Asian  language 

29.  a  short  letter 

31.  special  offer 

32.  brought  forth 

33.  one  acting  without 
legal  authority 

34.  tm  for  soap  products 

36.  a  land  measure 

37.  a  flightless  bird 

39.  abbr.  for  a  road 

40.  the  plant  sesame 

41 .  possessive  pronoun 

42.  Egyptian  god 
44.  a  washing  vessel 

46.  a  suffix  for  a  native 

47.  abbr.  for  a  degree 

48.  old  horses 

50.  a  preposition 

5 1 .  to  stop  or  check 
53.  a  title 

55.  to  soak  flax 

58.  showy  characteristics 

59.  overhead  railroad 

61.  tm  for  an  adhesive 

bandage 


64.  in  the  case  of 

65.  resembling  a  climbing 
plant 

66.  tm  for  beer 

67.  hearing  organs 

69.  make  a  mistake 

70.  preposition 

71.  tm  for  photocopy 
machine 

74.  appropriate 

75.  a  globe 

77.  dashed 

78.  begins 

80.  abbr.  for  legal  title 

81.  fish  eggs 

82.  tm  for  polyester 

85.  a  rubber  tree 

86.  a  flower  plot 

87.  abbr.  for  doctor’s 
helper 

88.  a  beverage 

89.  abbr.  for  Hebrew 
prophet 

90.  tm  for  toilet  bowl 
cleaner 

92.  preposition 
94.  tm  for  rug  cleaner 

96.  the  night  before 

97.  capital  of  Norway 
99.  distinctive  airs 

101.  political  cartoonist 

104.  abbr.  for  navy  officer 

105.  a  human  being 

107.  a  serving  receptacle 

108.  time  period 

109.  a  pismire 


DOWN 

1 .  a  type  of  ship 

2.  tm  for  a  laxative 

3.  tm  for  disinfectant 

4.  commotion 

5.  negative  connective 

6.  spirited 

7.  printer’s  measure 

8.  mountain  in  Crete 

9.  comfort 

10.  girl’s  name  (Russ.) 

11.  furious 

12.  international  body 
(abbr.) 

13.  nothing 

14.  Russian  name  of 
Kaurnas 

15.  tm  for  sports  shoes 

18.  one’s  character 

19.  suspicious 

21.  a  pronoun 
23.  of  a  direction 
25.  animals  of  Peru 
27.  a  limb 

30.  a  musical  note 
32.  letter  of  Greek 
alphabet 

35.  to  rest 

38.  South  American 
country  (abbr.) 

39.  to  draw  taut 

43.  a  form  of  cobra 

44.  abbr.  for  college 
degree 

45.  a  land  measure 

47.  lady’s  undergarment 


49.  friends  (Fr.) 

50.  an  adj .  suffix;  like 

52.  river  of  lower  world 
54.  modified 

56.  a  mistake 

57.  intense  fear 

59.  to  stain  black 

60.  a  tm  for  soap 

62.  almost 

63.  skill  &  dexterity  (pi.) 
65.  Roman  for  six 

68.  a  herring-like  fish 

72.  before  (poet) 

73.  a  big  hit 

76.  tm  for  an  analgesic 

78.  old  world  falcon 

79.  a  vehicle 

80.  tm  for  gelatin  dessert 

82.  aquatic  bird 

83.  a  non-Moslem  subject 
(Var.) 

84.  speed  a  motor 
86.  a  manager 
88.  a  preposition 

91.  low  quality  diamond 

92.  a  grain 

93.  pelt  of  an  animal 

94.  happy 

95.  French  article 

98.  a  unit 

100.  Egyptian  god 

102.  thus 

103.  form  of  you  (Fr.) 

105.  short  for  a  parent 

106.  printer’s  measure 


Reproduced  with  permission  from  Executive  Newsletter  #32  ©  1981,  the  United  States  Trademark  Association 
Answers  on  page  28T 


I  11  11^  r^Cl  You  can  always  be  right  in  using  our 

V^Ul  JL^LlDll  trademark  when  you 

IP  ^  ^  ■  Capitalize  the  "D”  in  Dolby. 

1^  I  ll  ■  Use“Dolby”  as  an  adjective  followed  by 

I  /II  IW^  V  J\  \  It  ^1  an  appropriate  generic  term,  such  as 

“noise reduction’' or "HX Pro." 

■  Give  notice  that  "Dolby”  is  a  registered 

The  trademark  "Dolby”  has  long  been  associated  with  trademark  of  Dolby  Laboratories  Licensing  Corpo- 


quality  sound,  and  is  licensed  for  use  on  products 
which  incorporate  technology  developed  by  Dolby 
Laboratories.  Among  these  developments  are: 

Dolby  B-type  and  C-type  noise  reduction:  Used  in 
consumer  cassette  decks,  video  recorders,  and  pre¬ 
recorded  tapes. 

Dolby  HX  Professional:  Used  in  tape  duplication 
equipment,  cassette  decks,  and  pre-recorded  tapes. 

Dolby  Stereo:  Used  in  motion  picture  sound¬ 
tracks  to  achieve  high  fidelity  stereo  sound. 


ration.  For  example: 

Dolby*  noise  reduction  (in  the  text)  with  a  footnote 
reading:  *Trademark  Dolby  Laboratories  Licensing 
Corporation. 

Contact  us  for  clarification  or  guidance  in  using 
our  trademarks. 

For  a  free  trademark  usage  brochure,  please  contact 
Trademark  Administrator,  Dolby  Laboratories 
Licensing  Corporation,  731  Sansome  Street,  San 
Francisco,  CA  94111,  415-392-0300,  Telex  34409. 


We  do  not  make  cassette  decks, 
switches,  meters,  lights,  indicators 
or  tapes.  So,  please  don't  suggest 
that  we  do. 


""  Except  About 
OurTrademarks! 


Looks  like 
we  got  it  right 
this  time... 


Yes,  I’ve  changed 
"Dolby  cassette  deck" 
to  read  "cassette  deck 
with  Dolby*  noise  reductioni 


□□  Dolby 


“Dolby,”  the  double-D  symbol,  and  the  Dolby  Stereo  logo  are  trademarks  of  Dolby  Laboratories  Licensing  Corporation.  S83/5357 


trademark  owners'  own  advertise¬ 
ments  were  used  against  them  to 
prove  generic  characteristics.  In  the 
escalator  case,  one  exhibit  was  an 
advertisement  where  Otis  Elevator 
Company  referred  to  “the  utmost  in 
safe,  efficient,  economical  elevator 
and  escalator  operation."  This  use  by 
the  trademark  owner  itself  was  taken 
as  proof  that  escalator  had  passed  into 
the  language  as  the  name  of  the  arti¬ 
cle,  and  the  registration,  issued  in 
1900.  was  cancelled  in  1950.  Sim¬ 
ilarly,  many  advertisements  in  which 
cellophane  was  spelled  with  a  small 
initial  letter  were  introduced  by  the 
defendant  to  show  that  DuPont,  the 


owner  of  the  mark,  had  misused  it.  In 
another  case,  the  court  referred  to  the 
fact  that  the  Thermos  Company  had 
advertised  in  1910  that  its  mark  was 
“a  household  word"  and  found  that 
the  word  thermos  was  generic. 

The  ruling  in  the  recent  Monopo¬ 
ly — Anti-Monopoly  case  could 
threaten  the  existence  of  all  success¬ 
ful  trademarks.  In  1935,  Parker 
Brothers  began  producing  a  board 
game  identified  by  the  registered 
trademark  Monopoly  .  A  n  t  i - 
Monopoly  Inc.  introduced  its  Anti- 
Monopoly  board  game  in  1971  and 
Parker  Brothers  threatened  litigation. 
Anti-Monopoly,  Inc.  brought  suit 


seeking  a  declaration  that  the 
trademark  Monopoly  was  invalid  and/ 
or  not  infringed.  Parker  Brothers 
counterclaimed  for  a  declaration  of 
validity  and  injunctive  relief.  After 
two  reversals  by  the  Ninth  Circuit 
Court  of  Appeals,  the  Supreme  Court 
of  the  U  nited  States  refused  to  consid¬ 
er  the  decision  that  “monopoly"  is  a 
generic  term  for  a  board  game. 

The  basis  for  the  appellate  court's 
decision  was  a  purchaser  motivation 
survey  that  the  primary  significance 
of  the  mark  was  the  product  rather 
than  the  source  of  the  product.  The 
court  concluded  that  the  survey 
established  that  consumers  were  not 
motivated  to  buy  the  game  because 
Parker  Brothers  made  it,  a  finding  that 
was  reached  despite  the  facts  that  the 
survey  revealed  that  92%  of  respon¬ 
dents  were  aware  of  the  use  of 
“monopoly"  as  a  trademark;  65% 
expressed  the  reason  they  purchased 
the  game  was  primarily  because  they 
were  interested  in  playing  “monopo¬ 
ly";  and  32%  chose  the  game  primari¬ 
ly  because  they  liked  Parker  Brothers 
products.  Moreover,  there  was  no 
other  product  on  the  market  sold 
under  the  name  “Monopoly."  Addi¬ 
tionally.  the  Ninth  Circuit  completely 
ignored  a  1981  decision  by  the  former 
Court  of  Customs  and  Patent  Appeals 
which  held  Monopoly  to  be  a  valid, 
registered  trademark,  indeed,  even  a 
“famous"  trademark. 

The  motivation  test  has  been  both 
roundly  and  soundly  criticized  as  an 
irrelevant  and  improper  test.  It  has 
been  assailed  by  the  United  States 
Trademark  Association,  a  member¬ 
ship  of  trademark  owners  having  an 
associate  membership  of  trademark 
attorneys  and  advisors,  which  has 
been  in  existence  since  1878.  A  feder¬ 
al  appellate  judge  in  another  circuit 
assailed  the  test  as  “an  esoteric  and 
extraneous  inquiry."  It  was  com¬ 
pletely  ignored  by  another  panel  of 
judges  in  the  same  circuit  in  a  subse¬ 
quent  case  upholding  the  validity  of 
the  trademark  Coke.  A  law  professor 
and  writer  characterized  the  test  as 
“uncommonly  and  unjustifiably  strin- 
gent"  where  “only  one  pro¬ 
ducer  .  .  .  has  .  .  .  ever  made  for 
marketed]  the  [particular]  product.” 

The  Supreme  Court  refused  to  take 
the  case  for  review  despite  the  filing  of 
briefs  by  numerous  friends  of  the 
court.  Some  of  the  organizations  fil¬ 
ing  briefs  in  support  of  Parker  Broth¬ 
ers'  position  were;  The  United  States 
Trademark  Association;  Chamber  of 
Commerce  of  the  United  States; 
Committee  on  Trademarks  of  the 
Association  of  the  Bar  of  the  City  of 
New  York;  Toy  Manufacturers  of 
America,  Inc.;  National  Association 
of  Manufacturers;  Grocery  Man¬ 
ufacturers  of  America;  and  Procter  & 
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Just  for  the  record... 
its  "Hush  Puppies "! 

When  we  first  introduced  Hush  Puppies®  Brand  Shoes  in 
1958  . . .  people  thought  we  were  kidding. 

“What  kind  of  a  name  is  that?” 

25  years  and  some  230  million  pairs  later  ...  it  is  one  of  the 
most  widely  recognized  trademarks  in  the  business.  Studies 
show  that  the  Hush  Puppies®  trademark  has  earned  a  97  % 
aided  brand  awareness  factor. 

We  have  worked  hard  to  associate  the  concepts  of 
“comfort”,  “quality”  and  “value”  with  our  trademark. 

In  fact,  the  Hush  Puppies"  trademark  has  been  licensed  to 
a  family  of  quality  products  other  than  footwear. 

So  please  . . .  please  .  . .  use  our  registered  trademark 
carefully.  Keep  these  four  points  in  mind: 

—  Hush  Puppies  is  always  two  words 
—  The  “H”  and  “P”  are  always  capitalized 
—  Hush  Puppies  is  always  plural 
—  Hush  Puppies  is  a  modifier  always  followed  by 
a  generic  reference, i.e..  Hush  Puppies® casual 
.shoes 

Hush  Puppies®  Brand  Shoes  .  . .  we’re  proud  of  our  good 
name! 

For  more  detail.s,  contact .  .  . 

Manager  of  Product  Information 
(616)  874-8448 

HusK 
Rippies’ 

BRAND  CASUALS 

©  1983  Wo«wenn«  Work)  Wide  Inc  Aocktord  Michtgdn  49351 


CmBAN<0 

Today 


_ 1962 _ 

Since  1812,  people  have  been  banking  on 
our  name  for  financial  services. 

As  you  can  see,  we’ve  been  known  as  Citibank  in  the  United  States  to  use  the  name  City  Bank, 

—or  City  Bank— throughout  our  171-year  history  Today,  the  name  Citibank  is  recognized 

and  through  all  of  the  changes  in  our  name.  nationwide  and  worldwide  for  innovative  financial 

Fact  is,  when  we  opened  in  1812  as  City  Bank  services— as  it  has  been  for  years.  And  as  it  will  be 

of  New  York,  we  were  the  first  financial  institution  for  years  to  come. 

CmBAN<0 

©1983  Citibank,  N. A.  Membtr  FDIC  A  SUbSidiOry  Of  CitlCOrp. 


Gamble  Company,  it  is  indeed 
anomalous  and  even  ironic  that  the 
Supreme  Court  denied  certiorari  (re¬ 
fused  to  review  the  case)  on  the  same 
day  it  granted  leave  to  the  foregoing 
organizations  to  file  briefs  as  friends 
of  the  court. 

The  rationale  of  the  Monopoly  case 
not  only  is  a  threat  to  all  valid 
trademarks  but  conflicts  with  the  pur¬ 
pose  of  the  Lanham  Act,  the  federal 
trademark  statute.  The  court,  in  hold¬ 
ing  “cellophane”  to  be  a  generic 
word,  made  the  following  pronounce¬ 
ment:  “It  .  .  .  makes  no  difference 
what  efforts  or  money  the  DuPont 
Company  expended  in  order  to  per¬ 
suade  the  public  that  “cellophane” 
means  an  article  of  DuPont  man¬ 
ufacturing,  so  long  as  it  did  not  suc¬ 
ceed  in  actually  converting  the  world 
to  its  gospel  it  can  have  no  relief.” 
This  language  served,  in  large  meas¬ 
ure,  as  the  impetus  for  the  Lanham 
Act  which,  after  eight  years,  was 
finally  enacted  into  law  as  a  result  of 
the  untiring  efforts  of  trademark  own¬ 
ers,  businessmen,  advertisers,  trade 
associations,  and  bar  associations.  Its 
purpose  was  to  eliminate  prior  limita¬ 
tions  on  registration  and  protection 
generally,  and,  by  express  pro¬ 
visions.  to  broaden  the  rights  and 
remedies  of  the  owners  of  registered 
marks.  It  was  intended  to  modify  the 


precedent  of  the  DuPont  (cellophane) 
opinion  quoted  above  to  preclude  the 
consuming  public  from  destroying  a 
trademark.  Under  the  Lanham  Act,  a 
trademark  may  be  lost  by  abandon¬ 
ment  and  this  is  defined  in  part  as 
“when  any  course  of  conduct  of  the 
registrant,  including  acts  of  omission 
as  well  as  commission,  causes  the 
mark  to  lose  its  significance  as  an 
indication  of  origin.”  Congress  recog¬ 
nized  that  there  was  a  need  for 
uniformity  and  specifically  set  out  the 
intention  to  expand  rights  in  reg¬ 
istered  marks,  broaden  protection 
therefor,  and  make  the  protection  uni¬ 
form. 

Most  trademark  owners  have  al¬ 
ways,  certainly  since  1947,  assumed 
the  responsibility  of  educating  the 
public  and  taking  affirmative  steps  to 
preclude  any  impairment  of  their 
marks.  Alert  advertisers  adopted  vital 
rules,  such  as:  always  capitalizing 
trademarks;  always  providing  a 
generic  name  for  a  product;  and  in 
labeling  and  advertising,  using  a 
legend  (XYZ  is  an  exclusive 
trademark  which  identifies  only  the 
product  of  The  XYZ  Company);  do 
not  permit  the  use  of  trademarks  in 
advertising  other  merchandise,  as  tie- 
ins  should  be  avoided.  The  United 
States  Trademark  Association,  which 
was  organized  for  the  protection  of 


trademarks  and  trade  names,  pre¬ 
sented  programs  which  were  sub¬ 
sequently  published  in  book  or  book¬ 
let  form.  Many  companies,  including 
Eastman  Kodak  Company,  Gulf  Oil 
Corporation,  The  Coca-Cola  Com- 
any,  Westinghouse  Electric  Corpora¬ 
tion,  Johnson  &  Johnson,  f&T,  EMC 
Corporation.  Kraft,  Inc.,  Celanese 
Corp..  American  Cyanamid  Co., 
Xerox  Corporation.  Levi  Strauss 
Co.,  Time,  Inc.,  Gulf  &  Western, 
Baxter  Travenol,  Combustion 
Engineering,  Del  Monte,  Cooper 
Industries.  Mack  Trucks,  Inc.,  Deere 
&  Company,  and  Dow  Corning  have 
issued  booklets  to  their  employees, 
customers,  and  the  media  on  how  and 
how  not  to  use  trademarks.  If  rewards 
go  to  the  diligent  it  would  appear  that 
nationally  advertised  marks  should 
receive  the  greatest  protection  that 
can  be  given  them. 

The  potentially  disasterous  impact 
of  the  Monopoly  decision  on 
trademarks,  advertising,  and  com¬ 
merce  in  general  is  epitomized  by  the 
introduction  of  a  bill  in  the  United 
States  Congress.  Senate  Bill  S1990 
endeavors  to  clarify  the  circumst¬ 
ances  under  which  a  trademark 
registration  may  be  cancelled  and 
seeks  to  amend  the  Lanham  Act's 
definition  of  the  likelihood  of  confu¬ 
sion. 


HELP  US  KEEP  OUR 


1.  Don’t  muddy  the  waters. 

I)  Don’t  use  “laundromat”  as  if  it  were  a  synonym  for  “coin-operated  laundry.”  i 
It  isn’t.  / 

In  fact,  it  isn’t  a  word  at  all.  It’s  a  registered  trademark.  Ours. 

Laundromat®is  spelled  with  a  capital  “L”  and  a  circle  “R.” 

It’s  a  name  that  distinguishes  a  particular  laundry— one  that  meets  the  standards 
and  uses  the  products  of  White-Westinghouse  Appliance  Company. 

So  when  it’s  used  to  identify  businesses  that  don’t  meet  our  standards,  it  confuses 
people.  It  muddies  the  waters. 


Help  us  keep  our  trademark  clean.  If  the  business  is  really  a  Laundromat®coin- 
operated  laundry,  say  so.  But  if  it  isn’t,  please  don’t.  I 
Thanks  for  the  help.  0 


WhiteWestinghouse 


White  Consolidated 


Appliance  Group 


20T 
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proofeeaders 
md  typesetters  and 
editors  and  publishers 
who  help  us  protect  our  ^ 
trademark  IQeenex  by 
always  starting  it 


beittissue^towels, 
or  diapers; 


Kimberly-Clark  Corporation  and^  KCawifi^*  products. 


©Kleenex  is  a  registered  trademark  for  a  whole  line  of  disposable  paper  products  from  the  Kimberly-Clark  Corporation. 


Philosophy:  Legal  Assets 
Tradesmafks  and  the  Press 
Although  legislation  may  be  helpful 
to  the  courts,  what  can  trademark 
owners,  authors  and  writers  do  to 
attempt  to  preclude  trademarks  from 
being  emasculated  by  the  courts?  The 
court  which  decided  the  Thermos 
case  chastised  the  trademark  owner 
for  its  omissions  in  failing  to  search 
out  readily  discoverable  misuses  of  its 
trademark  and  in  making  no  attempt 
to  educate  the  general  public  as  to  the 
correct  usage  of  “Thermos.”  The 
owner  could  have  subscribed  to 
newspaper  clipping  services  which 


send  to  subscribers  all  articles  in 
which  the  subscribers’  trademarks 
appear.  It  could  have  scanned 
dictionaries,  treatises,  reference 
works,  magazines  and  trade  journals 
for  trademark  misuse,  and  written 
letters  of  protest  regarding  them. 
Informational  brochures  and  pam¬ 
phlets  could  have  been  prepared  and 
distributed  to  the  trade  and  the  public 
concerning  the  correct  use  of  the 
mark.  An  advertising  campaign  on 
proper  trademark  usage  could  have 
been  instituted  in  newspapers  and 
magazines.  This  type  of  affirmative 
action  should  be  given  serious  con- 


— Karolyn  Yarn  Nunnallee,  housewife 
and  Weight  Watchers  Leader,  lost  a 
total  of  75  lbs.,  has  kept  it  off 
for  2  years. 

"I  joined  Weight  Watchers  while 
my  huslxjnd  was  away  on  an 
extended  Air  Force  assignment. 

Having  seen  me  try  and  fail 
every  fad  diet  around,  was  he 
stunned  and  overjoyed  to  see  his 
'new'  wife! 

Last  year  we  had  a  beautiful 
baby  girl.  And  thanks  again  to  the 
Weight  Watchers  program,  I  got 
back  to  my  goal  weight  in  six  weeks. 

If  I  could  have  one  more  wish,  it 
would  be  for  every  shirt  I  own  to  say, 
'Weight  Watchers.  Come  and  join  us.'" 

Lose  weight  once  and  for  all. 


©  Weight  Watchers  International  Inc.  1983  Owner  of  the  Weight  Watchers  Trademark. 


sideration  by  any  trademark  owner 
ness  of  his  mark.  Education  of  the 
trade  is  important  to  the  preservation 
of  trademark  validity,  but  education 
of  the  general  consuming  public  is  pa¬ 
ramount,  for  in  evaluating  the 
descriptiveness  of  a  term  used  as  a 
trademark,  it  is  upon  the  connotations 
of  the  term  to  the  buying  public  that 
the  judicial  eye  focuses. 

The  use  or  misuse  of  trademarks  by 
newspapers,  publishers,  authors  and 
editors  is  often  crucial  to  the  validity 
of  trademarks.  In  support  of  its  hold¬ 
ing  that  “trampoline”  was  a  generic 
term,  the  court  stressed  the  continui¬ 
ng  generic  use  of  the  word  by  editors 
and  authors  over  a  large  number  of 
years. 

In  the  early  1940s,  The  Coca-Cola 
Company  began  a  program  to  prevent 
and  possibly  preclude  the  misuse  of 
trademarks  by  the  press.  From  the 
time  the  program  was  initiated,  it  sub¬ 
scribed  to  press  clipping  services  and 
communicated  with  each  and  every 
publication  which  used  its  trademarks 
incorrectly.  In  addition,  it  placed 
institutional  advertising  in  Editor  & 
Publisher,  and  other  press  trade 
journals,  such  as  “coke  burns  out  but 
Coke  refreshes”;  “a  post  is  a  stick  in 
the  ground  but  Post  identifies  a  news¬ 
paper”;  and  “globe  is  a  world  map, 
but  Globe  is  a  newspaper.”  Such  ads 
resulted,  in  part,  in  the  publication  of 
stories  about  trademarks  in  the  Bos¬ 
ton  Globe,  St.  Petersburg  Times, 
New  York  Herald  Tribune,  London 
Daily  Telegraph,  and  others.  The 
Coca-Cola  Company  also  conducted 
a  limerick  contest,  challenging  writ¬ 
ers,  authors,  and  members  of  the 
press  to  write  a  better  limerick  than 
the  one  written  by  its  trademark  attor¬ 
ney  dealing  with  the  proper  use  of 
Coca-Cola  and  Coke: 

The  rules  that  we  write 
by  are  three 

We  abhor  the  diminutive  “c” 
and  “s”  preceeded  by  “e”  or  “a” 
is  no  better  than  apostrophe. 

Carol  Wait  of  the  Seymour,  Indiana 
Daily  Tribune  won  the  contest  with 
this  entry: 

Three  laws  bind  the  kingdom 
of  “Coke” 

This  trio  must 
never  be  broke 
The  “C"  should  be  tall 
no  possessive  at  all 
And  the  plural  should 
never  be  spoke. 

The  use  of  trademarks  by  the  press 
and  by  publications,  including 
dictionaries  and  trade  journals,  is 
often  cited  as  evidence  that  a 
trademark  has  acquired  a  secondary 
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1  across: 

(Proper  adjective)— Registered  trademark 
of  a  leading  brand  of  decorative  laminate, 
sometimes  known  as  plastic  laminate  (also 
the  name  of  the  company  that  produces 
the  product). 

2  down: 

(Adjective) — Attractive,  aesthetically 
pleasing,  ornamental. 

3  across: 

(Noun)— Generic  or  common  term  for  a 
surfacing  material  found  in  various  colors, 
patterns,  textures  and  finishes.  Used  on 
furniture,  kitchen  and  bathroom 
countertops,  cabinets,  bars  and  office 
equipment.  Produced  by  various  U.S.  and 
foreign  manufacturers. 


Give  up?  Write  to  us  for  the 
solution. 

Hint:  FORMICA  is  part  of  our  company 
name  and  our  registered  trademark  used 
around  the  world  to  identify  decorative 
laminate,  which  we  make  and  sell  — about 
40  percent  of  the  world's  total  production. 

Use  it  capitalized  when  you  are 
discussing  what  we  make.  But,  PLEASE  , 
never  use  our  FORMICA  trademark  to 
describe  just  any  laminate  surface  or 
product  of  unknown  antecedents;  for 
example,  “He  put  his  beer  down  on  the 
formica  table.”  Instead,  say  something  like 
“on  the  plastic-top  table"  or  “on  the 
laminate-covered  table.”  Our  mark  is 
important,  because  it  identifies  our 
company  and  our  product.  Don’t  let  us 
down.  Please  use  it  properly! 


products 
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meaning,  has  lost  its  distinctiveness 
as  a  means  of  identifying  the  origin  of 
the  goods,  is  a  coined  word,  or  that  it 
is  incapable  of  functioning  as  a 
trademark. 

Most  newspapers  and  publishers 
cooperate  in  the  proper  use  of 
trademarks,  but  occasionally  some 
become  annoyed.  Such  annoyance 
usually  arises  out  of  a  failure  to 
appreciate  the  significance  of  the 
point  involved.  Some  publications  do 
not  realize  that  it  is  the  duty  of 
trademark  owners  to  be  on  the  look¬ 
out  for  such  errors  in  the  press  and  to 
inform  the  unknowing  misuser  that 
they  are  merely  protecting  their  legiti¬ 
mate  interests.  Newspapers  and 
magazines  can  serve  a  purpose  other 
than  providing  the  media  for  advertis¬ 
ing,  which  is  the  sine  qua  non  of  the 
publications'  existence,  by  giving 
proper  typographical  treatment  to 
trademarks  when  they  become  news¬ 
worthy.  Moreover,  it  is  their  duty  to 
report  the  news  accurately  and  mis¬ 
use  of  trademarks  (brand  names)  is 
not  accurately  reporting  the  news. 
Trademarks  should  be  capitalized  for 
they  are  truly  and  properly  brand 
names,  as  the  name  of  the  newspaper 
or  magazine  in  which  they  appear.  In 
1948,  an  executive  of  a  press  associa¬ 
tion  wrote  that  newspaper  personnel 
should  be  the  first  to  respect  the 
dignity  of  a  trademark. 


The  members  of  the  press  may  have 
a  greater  appreciation  of  trademarks 
when  reminded  that  their  own 
trademarks  (names  of  publications) 
have  been  the  source  of  much  litiga¬ 
tion.  Seventeen  magazine  was  suc¬ 
cessful  in  enjoining  the  u.se  of  Seven¬ 
teen  for  dresses  because  the  dress 
manufacturer  was  seeking  to  trade  on 
and  take  unfair  advantage  of  the 
magazine's  fame,  reputation  and 
good  will.  The  publishers  of  Esquire 
magazine  successfully  obtained  an 
injunction  against  the  use  of  the  mark 
to  identify  a  bar.  The  trademark 
Vogue  has  been  protected  by  restrain¬ 
ing  its  use  on  another  magazine  and  to 
identify  hats.  The  Voiee  of  Time  on 
phonograph  records  was  held  to  be  an 
infringement  of  Time  and  The  March 
of  Time.  The  owner  of  the  trademark 
Playboy  has  been  quite  successful  in 
maintaining  the  validity  of  its  mark 
and  enjoining  infringers,  although  it 
has  been  held  that  there  can  be  no 
exclusive  use  of  the  trademark  Post 
Dispatch:  that  College  Comics  did 
not  infringe  College  Humor:  that 
Modern  Mechanics  did  not  infringe 
Popular  Mechanics:  that  Better 
Homes,  used  as  a  trademark  for  lawn 
seed,  was  registrable  over  the  objec¬ 
tion  of  the  publisher  of  Better  Homes  : 
and  that  the  publisher  of  Life  had  no 
cause  for  action  of  infringement 
against  the  cereal  manufacturer  who 


used  Life  of  Wheat  in  the  sale  of  a 
cereal  product. 

A  graphic  illustration  may  be  illus- 
trative  of  the  importance  of 
trademarks  to  the  media.  Without 
trademarks,  there  would  be  no 
advertising,  and  without  advertising, 
a  free  press,  with  which  we  are 
blessed  in  the  United  States,  could 
not  exist.  There  would  be  no  point  in 
advertising  unless  the  goods  or  ser¬ 
vices  of  one  business  could  be  identi¬ 
fied  and  distinguished  from  com¬ 
petitors'.  Deprived  of  advertising, 
newspapers  could  not  exist  without 
subsidy  from  the  government,  as  in 
the  Soviet  Union.  Such  subsidy 
would  be  the  death  knell  of  a  free  and 
independent  press  whether  printed  or 
broadcast.  One  would  not  like  to  live 
in  a  society  where  brand  names  for 
goods  did  not  exist,  where  business 
establishments  were  not  identified  by 
name,  where  newspapers  were 
indistinguishable,  where  no  one  had 
to  assume  responsibility  for  shoddy 
merchandise,  no  personal  identifica¬ 
tion.  Such  a  system  would  provide  no 
incentive  to  produce  quality  goods  or 
services  but  would  be  an  open 
invitation  to  render  poor  services  and 
produce  inferior  merchandise. 

Guidelines  for  protection 

Supervising  the  use  of  trademarks 
is  essential  to  the  preservation  of  their 
integrity  and  necessary  to  the  mainte¬ 
nance  of  their  validity.  Trademark 
Management  points  out  that  the  con¬ 
sistent  manner  in  which  an  owner  pre¬ 
sents  its  trademark  upon  product 
packaging,  in  advertising,  on  letter¬ 
heads,  in  correspondence  and  in  all 
publications  enhances  its  brand 
impression.  Policing  of  trademarks, 
like  charity  and  the  disciplining  of 
children,  begins  at  home.  Every  use 
of  the  trademark,  whether  it  be  a  tech¬ 
nical  trademark  use  or  an  advertising 
use,  should  make  it  crystal  clear  that 
the  mark  indicates  the  source  of  the 
product  and  not  the  name  of  the  prod¬ 
uct.  This  can  be  accomplished  in 
many  ways.  The  same  rules  will  serve 
as  a  guide  for  the  press. 

1 .  Accompany  the  trademark  with  a 
generic  designation. 

A  trademark  is  a  proper  adjective 
and  should  always  be  accompanied 
by  a  generic  name  to  describe  the 
goods.  This  makes  it  most  unlikely 
that  the  mark  will  lose  its  significance 
as  a  badge  of  indication  of  origin:  for 
example,  Band-Aid  adhesive  ban¬ 
dage:  Vaseline  petroleum  Jelly:  Bud- 
weiser  beer.  The  trademark  Styr¬ 
ofoam  is  followed  by  the  explanatory 
statement  “a  Dow  plastic  foam." 
White-Westinghouse  Appliance  Co. 
gives  this  graphic  illustration:  "The 
store  sells  Laundromat  clothes  wash¬ 
ers"  is  the  proper  way  to  use  the  mark 
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They  say  that  imitation  is  the  sincerest  form 
of  flattery. . . 

Only  a  decade  a^o,  Archer  Daniels  Midland  intro¬ 
duced  the  idea  of  structured  soy  proteins.  While  there 
are  now  many  textured  vegetable  proteins,  there  is 
still  only  one  TVP^  brand. 

Please  don’t  use  our  trademark  as  a  generic  term 
or  abbreviation.  Keep  our  brand  name  intact  by  imi¬ 
tating  our  letters  down  to  the  ® . 
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Laundromat,  but  “The  store  sells 
Laundromats"  is  wrong. 

2.  Use  a  trademark  notice  with  the 
mark. 

Our  federal  statute  requires,  as  a 
condition  precedent  to  recovery  of 
damages,  public  notice  of  the  owner¬ 
ship  of  the  mark.  It  is  therefore 
desirable  always  to  show  the  owner's 
name  and  to  stress  that  the  term  is  a 
trademark  that  identifies  the  particu¬ 
lar  product  of  the  owner.  The  Coca- 
Cola  Company  uses  the  legend; 
'"Coca-Cola  and  Coke  are  registered 
trademarks  which  identify  the  same 
product  of  The  Coca-Cola  Com¬ 
pany." 

If  the  mark  is  registered,  there  are 
three  statutory  methods  of  providing 
public  notice  of  such  fact:  (1)  “Reg¬ 
istered  in  U.S.  Patent  and  Trademark 
Office";  (2)  “Reg.  U.S.  Pat.  &  Tm. 
Off.”  and  (3)  “®".  Both  the  Coca- 
Cola  Company  and  Chesebrough 
Manufacturing  Company  use 
“Trademark  ®“,  which  makes  it 
unmistakably  clear  that  Coca-Cola 
and  Vaseline  are  registered 
trademarks.  Other  companies  use 
“brand”  such  as  "Scotch  brand  cel¬ 
lophane  tape”  and  "Pyrex  brand 
glassware.” 

3.  Always  use  correct  typographic¬ 
al  treatment. 

It  is  desirable  to  use  the  trademark 
in  exactly  the  manner  in  which  it  is 
registered.  It  is  mandatory  that  the 
trademark  always  appear  with  an  ini¬ 
tial  capital  letter,  lest  the  impression 
be  created  that  the  trademark  is  a 
generic  term  when  it  appears  in  the 
lower  case  as  a  common  noun.  As  a 
proper  adjective,  a  trademark  is  enti¬ 
tled  even  under  the  rules  of  grammar 
to  be  spelled  with  an  initial  capital. 
Display  of  the  trademark  in  forms 
other  than  the  form  in  which  the  re¬ 
mainder  of  the  sentence  appears 
precludes  the  impression  of  generic¬ 
ness.  If  the  trademark  is  not  used  in 
the  logo  of  stylized  letters  in  which  it 
is  registered,  it  may  appear  in  all 
capital  letters,  such  as  TAB,  in  quota- 
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tion  marks,  in  italics,  or  in  type  or 
color  different  from  the  balance  of  the 
text. 

4.  Always  use  correct  grammar. 

If  a  trademark  is  a  part  of  speech,  it 
is  a  proper  adjective.  Therefore,  it 
should  never  be  used  as  a  noun.  The 
noun  is  the  name  of  a  product  as  dis¬ 
tinguished  from  its  brand  name.  Con¬ 
sequently,  anyone  is  entitled  to  use 
that  noun.  It  must  not  be  used  in  the 
plural.  United  States  Gypsum  Com¬ 
pany  admonishes:  '‘I3ecause  a 
trademark  is  not  a  noun,  it  must  not  be 
used  in  the  plural,  as  in  “one  of  our 
Sheetrock.s' ."  The  plural  applies  to 
the  generic  product  that  the  brand 
name  identifies,  as  in  “three  Caterpil¬ 
lar  wheel  loaders  working  on  the  proj¬ 
ect.”  Use  of  a  trademark  in  the  plural 
tends  to  imply  that  there  is  more  than 
one  product  source  using  the  same 
trademark.  Furthermore,  since  a 
trademark  is  not  a  verb,  it  should  not 
be  used  as  such.  It  is  improper  to  say 
“We  Simonize  cars,”  or  "Sheetrock 
a  room,”  or  "Glocoat  your  furni¬ 
ture.”  DuPont  pointed  out  that  "Dac¬ 
ron's  remarkable  resistance  to 
wrinkling”  is  not  proper  usage;  the 
correct  form  would  be  “remarkable 
resistance  to  wrinkling  of  Dacron 
polyester  fiber. 

Obviously  a  trademark  should  not 
be  used  as  a  possessive  or  as  a  con¬ 


traction.  Correct  usage  requires  an 
understanding  of  grammar  to  avoid 
using  the  brand  name  in  the  wrong 
grammatical  form,  thereby  degrading 
it  into  a  common,  ordinary,  general 
term. 

5.  Avoid  the  use  of  additions,  prefixes 
or  suffixes  to  the  mark  or  brand  name. 

The  mark  must  remain  distinctive 
and  never  be  altered  by  additions, 
prefixes,  suffixes  or  abbreviations. 
Any  corruption  or  change  in  the  form 
of  the  mark  dilutes  its  distinctiveness 
because  it  implies  that  it  is  just 
another  word.  For  instance,  the  Tech¬ 
nicolor  Corporation  ran  institutional 
ads  objecting  to  such  corruptions  as 
“Technicolorful,”  “Technicolored” 
and  “Technicoloring."  There  is  a 
tendency  on  the  part  of  advertisers  to 
use  the  words  ““original”  or 
““genuine”  and  ““new”  or  ““old”  as 
prefixes  to  the  brand  name.  This 
makes  the  mark  a  noun  and  detracts 
from  its  distinctiveness.  It  has  also 
been  pointed  out  that  changes  in  spell¬ 
ing,  insertion  or  deletion  of  hyphens, 
and  other  variations  detract  from  the 
impression  that  the  trademark  is  a 
proprietary  symbol. 

6.  Use  the  trademark  on  a  line  of  pro¬ 
ducts. 

In  selecting  a  trademark,  it  may  be 
desirable  to  extend  the  use  of  an 
established  trademark  to  other  pro- 
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DON’  ELLINA  E  _HE 
T’s  and  M’s. 

It  confuses  people. 

So  when  you  use  our  name,  always  be  sure  to  use  the  TM  with  it. 
Like  this:  Network  Mail .  That  way  everyone  will  know  that  you 
are  referring  to  Advo-System’s  brand  of  national  direct  mail — the 
unique  direct  media  program  that  reaches  more  than  40  million 
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Remember,  there’s  only  one  NETWORI^^/t’“  brand. So 
don’t  eliminate  the  TM. 
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ducts.  Similarly,  it  might  prove  wise 
to  follow  this  procedure  in  protecting 
and  policing  a  trademark.  There  are 
two  salutary  reasons  for  doing  so:  (1) 
It  prevents  the  mark  from  becoming 
synonymous  with  the  product  in  the 
minds  of  the  public;  and  (2)  con¬ 
versely,  the  public  is  more  likely  to 
recognize  the  mark  as  the  brand  name 
instead  of  the  product  name. 

For  example.  White  Consolidated 
Industries'  trademark  Friaidaire  now 
denotes  besides  refrigerators  such 
diverse  products  as  electric  ranges, 
electric  irons,  automatic  washers  and 
other  appliances.  Vaseline  and  Hot- 
point  also  denote  diverse  products. 
Kleenex  now  identifies  paper  nap¬ 
kins,  as  well  as  tissues. 

7.  Education 

Information  on  the  proper  use  of 
the  trademark  should  be  distributed 
widely  to  all  employees,  representa¬ 
tives,  agencies,  dealers,  the  press, 
and  others  who  may  have  occasion  to 
present,  display,  or  use  it  in  any  man¬ 
ner.  Typical  company  trademark 
manuals  are  listed  in  Trademark  Man¬ 
agement  and  kept  on  tile  at  the  United 
States  Trademark  Association.  Crea¬ 
tive  personnel,  including  copywriters 
and  artists,  are  prone  to  alter  accepted 
typographical  treatments,  render 
their  own  stylized  treatments  and 
combine  trademarks  with  other 


words.  Any  material  departure  from 
the  exact  form  in  which  the  trademark 
is  registered  may  be  inviting  trouble. 
Standard  procedures  should  be  set  up 
for  legal  clearance  of  all  advertising 
and  promotional  material — e.g.,  cata¬ 
logues,  price  lists  and  fact  sheets — 
wherein  trademarks  appear.  All  new 
employees  should  be  indoctrinated 
concerning  proper  uses  of  the  com- 
pany's  trademarks.  General 
instructions  to  personnel — including 
stenographers,  typists  and  even  sec¬ 
retaries — as  to  the  exact  require¬ 
ments  for  trademark  usage  should  en¬ 
sure  proper  usage  in  all  internal  writ¬ 
ing. 

Some  companies,  including  Xerox 
Corporation,  have  conducted  educa¬ 
tional  campaigns  through  the  use  of 
instructional  advertising  in  trade  pub¬ 
lications  and  even  national  per¬ 
iodicals.  The  advertisements  show 
that  the  trademark  indicates  the 
source  of  the  product  and  not  the 
name  of  the  product. 

Conclusion 

The  trademark  as  a  symbol  implies 
identification;  identification  implies 
choice;  and  good  will  implies  decision 
in  the  choice,  since,  after  all.  good  will 
means  public  preference — that  which 
makes  tomorrow's  business  more 
than  an  accident.  There  can  be  no 


preference,  no  choice  or  selection  of 
goods,  without  the  means  of 
identification  and  the  presence  of 
good  will.  Our  country  was  founded 
on  first  rights  in  land  and  such  prop¬ 
erty  rights  have  been  protected.  The 
failure  to  protect  first  rights  in  sym¬ 
bols  could  result  in  destruction  of 
rights  which  also  spells  destruction  of 
the  economic  system  they  symbolize. 
The  failure  of  our  courts  to  protect 
them  could  result  not  only  in  last  rites 
for  the  symbols  but  the  denial  of  rights 
of  the  consumers  who  should  have 
free  choice  in  their  preference  for  and 
selection  of  goods  and  services  in  our 
free  enterprise  system.  The  press 
should  willingly  use  trademarks  cor¬ 
rectly  to  help  preserve  them  because 
it  is  in  the  economic  interest  of  the 
press  to  do  so.  If  the  press 
inadvertently  furnishes  ammunition 
to  the  courts  to  destroy  trademarks, 
the  press,  as  we  know  it.  may  very 
well  itself  be  destroyed. 

(Julius  R.  Lundsford,  Jr.,  is  a  part¬ 
ner  in  the  law  firm  of  Hart,  Richard¬ 
son,  Garner,  Todd  &  Cadenhead  of 
Atlanta,  Georgia;  former  president  of 
the  United  States  Trademark  Associa¬ 
tion,  and  former  trademark  counsel 
for  the  Coca-Cola  Company.) 

On  your  mark 

By  Craig  W.  Moodie 

When  it  comes  to  the  policing  and  pro¬ 
tection  of  advertisers’  trademarks,  the 
newspaper  ad  manager’s  lot  is  not  a  hap¬ 
py  one.  The  customer-ad  director  thinks 
your  job  is  to  sell  advertising  and  to  get  it 
placed,  according  to  his  specs,  in  your 
paper.  You  know  that  an  equally  impor¬ 
tant  part  of  your  job  is  to  protect  his  best 
interest — to  make  sure  his  advertising 
looks  the  way  he  should  want  it  to  look. 

But  for  the  newspaper  ad  manager  to 
suggest  that  an  ad  might  include  an  over¬ 
sight — or  an  outright  mistake — is  like 
Rodney  Dangerfield  telling  Bill  Safire 
that  he  made  a  grammatical  error  in  last 
Sunday’s  New  York  Times. 

A  case  in  point: 

A  few  weeks  ago,  my  eye  was  caught 
by  a  small  ad  in  the  same  august  newspa¬ 
per.  The  advertiser  was  apparently  a  New 
York  men’s  store.  The  headline  carried 
the  large  letters,  “P.S.”,  followed  by 
some  vapid  line  of  copy.  The  body  copy 
dealt  with  how  fine  the  store  is.  I 
searched  in  vain  for  a  logotype — any¬ 
thing  to  identify  the  advertiser.  No  name, 
no  address,  no  store  hours.  Who  was  the 
advertiser?  Only  after  playing  crossword 
puzzle  did  it  occur  to  me  that  the  clue  lay 
in  the  P.S.  Of  course,  Paul  Stuart! 

Now,  imagine  the  ad  manager  of  the 
Times  calling  the  account  guy  at  Paul 
Stuart’s  agency. 

“Hey,”  he  says  helpfully.  “In  tomor¬ 
row’s  ad,  didn’t  you  forget  something?” 
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B^iGIZER 


For  more  than  80  years  consumers 
have  known  and  trusted  battery  and 
lighting  products  bearing  the  “EVE READY®” 
brand.  “EVEREADY®”  and  “ENERGIZER®” 
are  registered  trademarks  identif5dng 
quality  products  sourced  only  from 
Union  Carbide  Corporation.  We  value 
our  brands  and  request  that  our 
trademarks  be  used  correctly. 


“I  beg  your  pardon?”  says  the  account  i 
guy. 

“The  client’s  name  .  .  .  his  trade-  f 

mark,”  says  the  newspaper  ad  manager  ( 

helpfully.  £ 

“Silly,”  replies  the  A.G.  “We  left  it  t 
out  on  purpose.”  I 

“You  did?”  says  the  N.A.M.  i 

“Of  course.  After  all,  every  one  of 
your  readers  knows  what  P.S.  stands  ) 
for!”  £ 

“They  do?”  asks  the  N.A.M.  ■, 

“Of  course  they  do!”  replies  the  A.G. 
sharply.  “Look,  you  are  calling  from  the  ( 

Times,  aren’t  you?  Or  are  you  the  Daily  j 

News?” 

But  there  are  some  steps  that  can  be 
taken — from  the  advertiser’s  side — to  1 

make  sure  that  the  most  important  part  of  j 
his  advertising — his  trademark — gets  the  i 

care  and  protection — and  consistency — it  1 

demands.  i 

Below,  are  a  few  remarks  drawn  from 
the  writer’s  experience  on  trademark  pro¬ 
tection.  If,  after  reading  them,  you  are  so 
inclined,  tear  along  the  perforations  and 
send  them  to  your  clients. 

P.S.  By  so  doing,  you  could  make 
yourself  look  smart — and  them  a  little 
less  stupid. 

The  hero  of  this  piece  about 
trademarks  is  the  advertising 
director.  The  villian  is  the  art  director. 
Which  is  ironic,  because  he  starts  out 
to  be  the  hero.  The  role  reversal  com¬ 
es  later. 

When  the  chairman,  or  the  CEO,  or 
the  sales  manager’s  wife  (who  loves 
that  Ann  Klein  lion  —  or  Oscar  de  la 
Renta’s  graceful  script  signature) 
decides  it’s  time  to  overhaul  the  com¬ 
pany’s  old  Chesapeake  and  Ohio 
Gothic  logo,  the  task  falls  to  the  art 
director.  Sometimes  he  gets  aid  from 
high-priced  graphic  design  consul¬ 
tants,  but,  more  often  than  not,  the 
creative  task  falls  to  him. 

And,  generally,  he  comes  up  with  a 
damn  good  new  corporate  logotype  — 
smart,  clean,  and  in  the  latest  graphic 
fashion.  Very  often,  in  today’s  MBA 
corporate  society,  the  new  logo  is 
thoroughly  test-marketed,  in  focus 
groups  and  by  various  other  arcane 
psychological  methods,  all  of  which 
prove  it  is  the  ULTIMATE  for  the 
company. 

The  new  corporate  mark  is  unveiled 
to  the  executive  committee,  the 
planning  committee,  the  board  of 
directors,  the  divisional  staffs,  and 
the  advertising  agency.  All  of  this,  of 
course,  after  hundreds  of  hours  and 
thousands  of  dollars  expended  by  the 
legal  department  to  search  and  regis¬ 
ter  the  new  mark. 

It  then  begins  to  appear  on  corpo¬ 
rate  communications  .  .  .  new  letter¬ 
head,  new  business  cards,  new  out¬ 
door  signs,  new  truck  identification, 
in  addition  to  the  company’s  advertis- 
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ing  and  the  product  itself. 

Everyone  is  pleased  as  punch  and 
proud  as  peacocks.  Except  the  art 
director.  Suddenly,  it  begins  to 
appear  that  he  —  the  father  of  the  new 
trademark  —  he  who  conceived  it  and 
brought  it  to  birth  —  is  not  only 
unhappy,  but  subversive. 

In  not  too  many  months  after  the 
unveiling,  the  new  sans-serif  mark 
appears  on  a  comprehensive  layout  in 
a  strange  serif  face. 

“What’s  this?’’  asks  the  ad 
director.  “I  don’t  like  the  sans-serif 
face  of  the  trademark  with  the  gothic 
type  in  this  ad,”  says  the  art  director. 

A  month  later,  a  salesman  calls  in 
from  the  road.  “Hey,”  he  says,  “I 
just  passed  the  Punxatawny  Plant  this 
morning,  and  what  the  hell  is  that 
logotype  on  the  water  tower?”  The  ad 
director  asks  the  art  director. 
“What’s  this  about  the  logo  on  the 
water  tower  at  the  Punxatawny 
Plant?”  “Oh,  that  ...”  replies  the 
art  director.  “As  you  perhaps  know,” 
he  says,  “The  town  of  Punxtawny  is 
doing  a  major-major  restoration,  and  1 
figured  that  our  new  sans-serif  mark 
was  totally  out  of  phase  for  an  eight¬ 
eenth  century  restoration.  So,  I 
designed  it  in  Aaron  Burr  Italic  and  it, 
well,  it’s  almost  a  little  bit  of  Williams¬ 
burg,”  he  adds  proudly. 

You  get  the  picture.  All  too  fre¬ 


quently,  the  very  guy  who  created  the 
new  trademark  is  the  first  guy  to  scut¬ 
tle  it.  As  we  all  know,  constancy  of 
purpose  is  anathema  to  an  art 
director.  Fad,  novelty,  being  differ¬ 
ent,  being  au  courant,  are  the  life- 
giving  forces  to  an  art  director.  Left  to 
his  own  judgment  (which  he  is  really 
not  paid  to  have),  he  will  make  corpo¬ 
rate  communications  look  like  a  type 
book,  changing  with  every  new 
zepher  from  the  art  director's  world. 

What’s  the  solution?  In  my 
experience,  the  only  solution  is  to  go 
the  extra  step  when  the  new 
trademark  is  being  approved.  Draw 
up  a  printed  page,  a  booklet,  a  full¬ 
blown  handbook  which  is  an  absolute 
and  inviolate  set  of  standards  for  the 
presentation  of  the  new  trademark. 
Then  distribute  it  to  everyone 
involved  with  the  C£ire  and  feeding  of 
the  new  trademark. 

Ideally,  standards  should  begin 
with  a  statement  of  why  the  new  mark 
was  developed  in  the  first  place,  so 
that  members  of  the  organization,  and 
outsiders,  can  be  helped  to 
understand  the  thinking  that  lies 
behind  it. 

It  should  contain  draftsman  draw¬ 
ings  of  the  trademark,  specifying,  in 
exquisite  draftsman  detail,  the  rela¬ 
tionships  of  every  part  of  every  letter 
in  the  trademark  to  every  other  part. 


(r) 

DAY-GLO' 

IS  A  REGISTERED  TRADEMARK 

When  describing  bright,  bold  colors  seen  on  bill¬ 
boards  and  barricades,  traffic  cones  and  tennis 
balls,  golf  balls,  hunting  vests,  racing  cars, 
posters,  packages  and  plastic  toys,  please  remem¬ 
ber  that  DAY-GLO"  is  a  registered  trademark.  The 
DAY-GLO"  trademark  is  your  assurance  of  the 
highest  quality  in  daylight  fluorescent  pigments, 
paints  and  printing  ink  products.  So,  thanks  for 
respecting  our  trademark  and  not  using  it  as  a 
generic  term  or  adjective  for  color  that  is  dynamic, 
bold,  vivid,  compelling,  vibrant,  attention-getting, 
and  daylight  fluorescent. 

SBjiVGLO" 

COLOR  CORP. 

Day-Glo  Color  Corp.  •  4515  St.  Clair  Ave.  •  Cleveland,  OH  44103 
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Answers  to  Trademark 
Crossword  Puzzle 
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Reprinted  with  permission  from  Executive 
Trademark  Association 

Only  in  this  way  can  one  be  assured 
that  the  mark  can  be  reproduced  pre¬ 
cisely  and  consistently  by  everyone 
who  uses  it. 

The  standards  should  include  right 
and  wrong  illustrations,  showing  to 
the  slow-witted  (of  whom  there  are 
many)  not  only  what  to  do  .  .  .  but 
what  not  to  do. 
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Additionally,  it  is  well  to  illustrate 
as  broad  a  range  of  usage  examples  as 
one  can  accomodate.  How  the  new 
trademark  should  be  scaled  to  a  wa¬ 
ter-tower,  a  company  truck,  a  stick- 
on  label,  a  company  gift  pen  and  pen¬ 
cil  set  or  cigarette  lighter. 

Finally,  make  sure  that  all  requests 
for  new  applications  of  the  logotype  to 


STETSON 


The  best  known  hat  brand  in  the  woiid. 

Now  the  trademark  for  toiletries,  clothing, 
luggage,  restaurants  and  a  host  of 
other  products  and  services. 

Please  observe  trademark  etiquette. 
'Stetson  hats' or ‘Stetson  cologne' is  how 
we  are  to  be  addressed. 

John  B.  Stetson  Company 

■  595  Madison  Avenue,  New^brk,  New  York  10022 


anything  the  company  does  —  in  plant 
communities,  overseas  —  anywhere 
—  are  directed  to  the  ad  director’s 
office  for  supervision  and  evaluation. 
As  a  further  policing  effort,  it  is  a  good 
idea  to  request  that  outside  applica¬ 
tions  of  the  new  mark  be  photo¬ 
graphed  and  submitted  for  the 
trademark  file.  The  legal  department 
will  love  this  when  the  inevitable 
litigation  arises. 

Finally,  the  art  director  should  be 
warned  that  it  is  his  responsibility  to 
make  sure  the  standards  are  scrupu¬ 
lously  adhered  to,  on  pain  of  loss  of 
job,  all  pensions  and  benefits,  and  dis¬ 
missal  from  the  local  art  director’s 
club. 

Sometimes  I  think  the  art  director’s 
problems  began  at  a  corporate  gather¬ 
ing,  when  he  heard  the  company  pres¬ 
ident  pontificate  that  “the  only  con¬ 
stant  in  business  is  change."  When  it 
comes  to  the  corporate  trademark, 
the  only  constant  should  be  con¬ 
stancy. 


(Craig  Moodie  is  former  vice  presi¬ 
dent  advertising,  Armstrong  Cork 
Co.,  and  presently  chairman  of  Craig 
W.  Moodie  &  Associates,  Inc.,  a 
marketing  and  communcations 
agency.) _ 

Trademark  information  service 
available  to  newspapers 

The  United  States  Trademark  Associ¬ 
ation  is  a  non-profit  organization  with  a 
worldwide  membership  of  over  1 500  cor¬ 
porations,  law  firms,  advertising  agen¬ 
cies,  professional  associations  and  indi¬ 
viduals  interested  in  the  protection  and 
development  of  trademarks.  Among  its 
services,  USTA  publishes  a  series  of 
Trademark  Stylesheets  that  list  the  correct 
spelling  of  well-known  trademarks  by 
product  category  and  their  generic  terms. 
The  Stylesheets  are  available  at  no  charge 
to  editors,  writers,  proofreaders  and  oth¬ 
er  press  people.  The  Association  runs  a 
telephone  information  service  that  an¬ 
swers  press  questions  about  the  use  of 
trademarks.  USTA  also  offers  research¬ 
ers  access  to  its  library  and  reference  files 
that  contain  material  on  all  aspects  of 
trademarks.  USTA  will  review  drafts  of 
trademark-related  feature  articles  upon 
request  and  is  pleased  to  make  referrals  to 
other  knowledgeable  contacts  for  com¬ 
ments  and  answers  to  trademark  ques¬ 
tions.  Contact  The  United  States  Trade¬ 
mark  Association,  6  East  45th  Street, 
New  York,  New  York  10017;  212  986- 
5880. 

Two  references  to  check  for  the  proper 
spelling  of  trademarks  and  their  common 
descriptive  (generic)  terms  are:  Trade 
Names  Dictionary  (Gale  Research  Com¬ 
pany,  Detroit,  Ml)  and  the  Standard  Di¬ 
rectory  of  Advertisers  (National  Register 
Publishing  Co.,  Inc.,  Skokie,  IL). 
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VISE-GRIP  is  a  registered  trademark  of  Petersen  Mfg.  Company,  Inc. 


©1983  Petersen  Mfg.  Co.,  Inc.,  DeWitt,  Nebraska  68341 


IHE  cmnar  LOCKING  PUERS  PEOPLE 
ASK  rent  BY  name;' 


E&P 


Names  to  recognize  from  Editor  &  Pubiisher: 

Editor  &  Publisher 

^THE  FOURTH  ESTATE 

Editor  &  Publisher 

INTERNATIONAL 

Year  Book 

Editor  &  Publisher 

Market  Guide 

Newspaperdom 

These  are  the  copyrighted  titles  of  Editor  &  Publisher  pub¬ 
lications  whose  service  to  the  newspaper  industry  has 
spanned  nearly  a  century.  We  are  happy  to  have  them 
quoted  or  referred  to  as  sources  for  facts  or  figures. 


color 

M. A. N. -Roland  brings  175  years  of  printing  knowhow  in  Europe  plus  125 
years  of  knowhow  in  the  U.S.  to  bear  on  giving  you  the  best  possible  color 
reproduction  and  flexibility  in  newspaper  printing.  The  result?  Quality 
producing  concepts  like  separate  ink  and  water  form  rollers  with 
water-down-first,  spiral  brush  dampeners,  electronic  color  presetting, 
complete  film  to  press  register  system  and  cost  effective  press  design. . . 
available  through  design,  manufacturing  and  service  facilities  in  the  U.S. 

^  And  in  sizes  from  single  width,  45,000  pph  to  double  width,  70,000  pph.  In 
today’s  color  competitive  market  place,  you  can’t  afford  not  to  know  the 
advantages  we  offer.  Get  the  whole  story  by  calling  201-469-6600.  Or  write 
to;  M. A. N. -Roland  USA,  Inc.,  Newspaper  Press  Division,  333  Cedar 
,  Avenue,  Middlesex,  N.J.  08846. 

Other  companies  design,  sell  and  service  a  complete  line 
of  quality,  color-capable  newspaper  presses  in  the  U.S. 


.one 
does  tt 
best 


M.A.N.-Roland  USA,  Inc. 

Newspaper  Press  Division 


NEWSPEOPLE  IN  THE  NEWS 


Herbert  K.  Schnall  has  been 
elected  group  vice  president  of  the 
Times  Mirror  Company  effective  Jan¬ 
uary  1.  He  will  continue  to  oversee 
Times  Mirror’s  magazine  publishing 
group  and  also  oversee  Harry  N. 
Abrams,  publisher  of  art  and  gift 
books.  In  the  latter  capacity,  he  suc¬ 
ceeds  Martin  P,  Levin,  group  vice 
president,  general  book  publishing, 
who  is  retiring  at  the  end  of  the  year. 

Schnall  joined  Times  Mirror  in  1967 
and  held  several  posts  at  New  Amer¬ 
ican  Library  including  president  and 
chairman  of  the  board. 

^  :ic  :ic 

John  A.  Arnett  has  moved  from 
the  Kansas  City  Star,  where  he  was 
marketing  services  director,  to  the 
same  post  with  the  Buffalo  News.  His 
responsibilities  include  research, 
creative  services  and  advertising  pro¬ 
motion.  He  will  serve  on  and  develop 
policy  and  practices  for  the  newspap¬ 
er’s  marketing  committee. 

*  * 

Curtis  D.  MacDougall,  pro¬ 
fessor  emeritus  of  journalism  at 
Northwestern  University,  received 
the  1983  Distinguished  Service 
Award  of  the  Phi  Beta  Kappa 
Association  of  the  Chicago  Area  in 
banquet  ceremonies  November  4. 


“CQ  regularl^f  provides 
detailed,  factual  reports 
on  important  issues 
which  are  very  helpful  to 
us  in  researching  our 
comments. . , ,  ” 

James  E.  Jacobson 
The  Birmingham  News 


for  information  write'or  call 

Congressional  Quarterly  Inc. 

Attn:  Jim  Bullard 

1414  22nd  St.  N.W.  Washington  D.C.  20037 
(202)  887-8500 


Louis  D.  Boccardi,  executive  editor 
and  vice  president  of  the  Associated 
Press,  became  executive  vice  president 
on  December  1  and  will  function  as 
chief  operating  officer.  The  title  and 
function  are  new  for  the  news  coopera¬ 
tive  in  response  to  the  growth  and 
complexity  of  the  company  over  the 
past  decade. 

Boccardi,  in  his  new  role,  is  princip¬ 
al  deputy  to  Keith  Fuller,  president 
and  general  manager.  With  the  AP 
since  1967,  Boccardi  first  served  as 
executive  assistant  to  the  general  news 
editor  and  in  1969  was  promoted  to 
managing  editor  and  four  years  later, 
executive  editor.  Earlier  in  his  career 
he  worked  on  newspapers  in  New  York 
City. 


George  H.  Anderson,  president 
of  the  Harte-Hanks  Television 
Group,  has  accepted  a  similar 
position  with  Diversified  Com¬ 
munications,  Inc.  of  Portland,  Me., 
and  will  join  the  new  company  as 
president,  broadcasting  on  January  1 . 

William  G.  Moll,  president  and 
chief  executive  officer  of  Broadcast¬ 
ing  &  Entertainment,  Harte-Hanks 
Communications., Inc.,  will  assume 
responsibilities  as  the  group’s  chief 
executive  officer. 

*  * 

Robert  Wright,  editor  and  gener¬ 
al  manager  of  the  Morrison  County 
Record,  Little  Falls,  Minn.,  was  re¬ 
elected  president  of  the  Independent 
Free  Papers  of  America. 

Also  elected  during  the  annual  con- 
ferencce  in  St.  Louis  were:  Joe 
Skelenar  of  the  Nishna  Valley  Tri¬ 
bune,  Aubudon,  Iowa,  vice  presi¬ 
dent,  and  George  Kapp  of  the  Mer- 
candiser  papers,  Lebanon,  Pa., 
secretary-treasurer. 


The  Sigma  Delta  Chi 

Distinguished  Service 
Awards 

newspaper  broadcast,  magazine 
and  research  categories 

Deadline:  Jan.  9, 1984 

Fcx  nomination  form,  contact  Director  of 
information.  The  Sigma  Delta  Chi  Foundation, 
840  N.  Lake  Shore  Dr., 

Suite  801 W,  Chicago,  IL  60611,  (312)649-0224. 


James  E.  Burgess  will  resign  his 
post  as  executive  vice  president  of 
Lee  Enterprises,  Inc.,  next  spring  to 
become  publisher  of  the  Wisconsin 
State  Journal  and  president  of  Madi¬ 
son  Newspapers,  Inc. 

Burgess  will  replace  J.  Martin 
WoLMAN,  who  is  retiring  after  more 
than  50  years  with  Lee.  Burgess  will 
continue  to  serve  on  the  Lee  board  of 
directors  and  play  an  active  role  in  the 
Journal-Star  Printing  Co.,  also  partly 
owned  by  Lee  and  the  Lincoln  (Neb.) 
Star. 

Burgess  began  with  Lee  in  1962  as  a 
Wisconsin  State  Journal  reporter.  He 
had  served  as  publisher  of  several  Lee 
newspapers  before  being  promoted  to 
vice  president  of  the  newspaper 
operations  in  1974. 

*  *  * 

Shirley  Files  Schwaller  was 
named  editor  of  the  DallasIFort 
Worth  Business  Journal.  She  joined 
the  Cordovan  Corporation,  publisher 
of  12  weekly  business  journals,  as  a 
reporter  for  the  parent  paper,  the 
Houston  Business  Journal,  in  1980. 

5k  * 

Roger  Beardwood,  a  former 
Financial  Times  columnist,  has  been 
named  editor-in-chief  of  the  Paris- 
based  ICC  Business  World  magazine, 
which  is  backed  by  the  International 
Chamber  of  Commerce  and  is  editor¬ 
ially  independent.  The  announcement 
followed  departure  of  Lionel 
Walsh,  who  was  appointed  special 
advisor  for  public  information  at  the 
International  Energy  Agency  in  Paris. 

Walsh  will  serve  as  a  member  of  the 
magazine’s  editorial  advisory  board. 
Beardwood’s  previous  post  as  man¬ 
aging  editor  will  be  filled  by  Timothy 
Nater,  who  was  a  Newsweek  corre¬ 
spondent. 
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D.  Gorton  has  been  named  assis¬ 
tant  managing  editor  of  the  Cincinnati 
Enquirer  in  charge  of  graphics, 
supervising  both  the  photo  and  art 
departments. 

Gorton  joined  the  New  York  Times 
in  1976  from  the  Philadelphia 
Inquirer,  where  he  was  chief  photo¬ 
grapher,  and  covered  Jimmy  Carter’s 
presidential  campaign.  He  later  was 
responsible  for  political  coverage  out 
of  New  York  and  national  stories. 
After  being  transferred  to  the  Wash¬ 
ington  bureau  of  the  Times  in  1980,  he 
was  assigned  to  the  White  House  and 
Capitol  Hill. 

*  ♦  * 

Fronda  J.  Cohen  was  named  sales 
promotion  coordinator  of  the  Balti¬ 
more  Sun.  Before  this  newly  created 
position,  she  was  copywriter  for  the 
marketing  and  communications 
department  and  earlier  a  marketing 
copywriter  for  Lancaster  (Pa.)  News¬ 
papers. 

sle 

David  Young  has  been  appointed 
to  the  Chicago  Tribune's  editorial 
board  and  Gary  Washburn  was 
named  transportation  writer  of  the 
newspaper.  Young’s  primary 
responsibilities  on  the  editorial  board 
will  be  writing  editorials  on  metropo¬ 
litan,  suburban  and  transportation 
issues. 

Young  has  worked  in  a  variety  of 
positions  since  1963,  including 
makeup  and  copy  editing  and  as  head 
of  the  Tribune’s  investigative  task 
force.  Washburn,  the  newspaper’s 
real  estate  writer,  joined  the  Tribune 
in  1972  from  the  City  News  Bureau. 
*  *  * 

Donald  J.  Byrne  was  named  edi¬ 
tor  and  publisher  of  the  Santa  Maria 
(Calif.)  Times,  a  Scripps  League 
newspaper.  He  has  been  publisher  of 
the  Haverhill  (Mass.)  Gazette  since 
1976  and  before  that  worked  for 
Scripps  League  newspapers  in  Wis¬ 
consin  and  Pullman,  Wash. 

Byrne  replaces  Walt  Rosebrock, 
publisher  since  1975,  who  was  named 
a  West  Coast  correspondent  for 
Scripps  League. 

*  *  * 

Carolyn  Gentry,  public  affairs 
director  for  the  Florida  Times-Union 
and  Jacksonville  Journal,  is  the  new 
president  of  International  Newspaper 
Promotion’s  southern  region,  suc¬ 
ceeding  David  C.  Ray,  promotion 
director  of  the  Austin  American- 
Statesman. 

Other  officers  are;  Gene  Zuber, 
Houston  Chronicle,  first  vice  pre¬ 
sident;  Harold  F.  Gaar,  Dallas 
Morning  News,  second  vice  pre¬ 
sident;  and  Bill  Evans,  Gainesville 
(Fla.)  Sun,  secretary-treasurer. 


Gaulke 

Ramon  G.  Gaulke,  chief  execu¬ 
tive  officer  of  InterMarco  Advertising 
Agency,  was  named  to  the  newly  cre¬ 
ated  position  of  president  of  Gannett 
Media  Sales.  He  joined  the  10- 
member  Gannett  management  com¬ 
mittee  and  is  headquartered  at  the 
New  York  City  sales  offices. 

Gaulke  will  plan  and  implement 
media  mix  opportunities  for  advertis¬ 
ers  using  Gannett  newspapers,  broad¬ 
cast  stations  and  outdoor  advertising 
operations.  He  has  headed  the 
InterMarco  agency  since  1980  when  it 
was  established  in  the  United  States 
by  Publicis,  a  French  agency. 

(Continued  on  page  30) 


Gorton  Erbsen 

Claude  E.  Erbsen,  a  vice  presi¬ 
dent  of  the  Associated  Press,  has  been 
elected  chairman  and  chief  executive 
officer  of  AP-Dow  Jones/Telerate,  a 
newly  established  partnership 
between  the  Associated  Press,  Dow 
Jones  &  Co.,  and  Telerate  Systems, 

Inc.  The  partnership  will  market  Tele- 
rate’s  computerized  financial 
information  services  outside  the 
United  States  and  Canada. 

Neil  S.  Hirsch,  president  of  Tele¬ 
rate,  was  elected  vice  chairman,  and 
William  R.  Clabby,  vice  president/ 
news  services  of  DJ,  was  elected  sec- 
retary.  All  three  retain  their 
responsibilities  in  their  pareht  orga¬ 
nizations. 


The  Cal  Western  Circulation  Man¬ 
agers’  Association  elected  Tom  M. 
Peterson,  The  Register,  Santa  Ana, 
as  president  during  the  annual  sales 
conference.  Other  officers  are:  Ron 
Heming,  the  Peninsula  Times  Tri¬ 
bune,  Palo  Alto,  president-elect; 
Richard  E.  Lueck,  San  Francisco 
Examiner,  first  vice  president;  and 
Walter  E.  Moredock,  Union- 
Tribune  Publishing  Co.,  San  Diego, 
secretary/treasurer. 


Frederic  B.  Farrar  was 
appointed  advertising  sequence  head 
for  the  journalism  department  at  Tem¬ 
ple  University’s  School  of  Com¬ 
munications  and  Theater.  Farrar  was 
an  executive  with  the  advertising 
sales  firm  of  CWO&O  before  joining 
the  faculty  in  1980. 


There’s  a  big  news  source  for 

SMALL  BUSINESS 
facts  5?  figures. 


Expertise 

For  Owners  Considering 
Sole  of  their  Newspapers 

(919)  782-3131 

BOX  17127  RALEIGH,  N.C.  27619 

28  Years  Nation-Wide  Personal  Service 


National  Federation  of 
Independent  Business 

Gall  Dave  Cullen  at 

(802)  SS4-9000 
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NEWSPEOPLE  IN  THE  NEWS 


Executive  changes  at  Home  News 
Enterprises,  Columbus,  Ind.,  effec¬ 
tive  January  1  include  the  following: 

Ned  J.  Bradley,  to  HNE  president 
and  chief  executive  officer, 
relinquishing  responsibility  as  general 
manager  of  the  Columbus  Republic. 

Don  Buckn am,  general  manager  of 
the  Steuben  Printing  Co.,  Angola, 
Ind.,  and  the  weekly  Herald- 


Gory  Neeleman,  a  United  Press 
International  correspondent  and  exec¬ 
utive  in  the  United  States  and  Latin 
America  for  25  years,  has  been  named 
vice  president  and  general  manager 
for  Latin  America.  He  will  be  respons¬ 
ible  for  overseeing  news,  photogra¬ 
phy,  and  communication  operations 
throughout  Latin  America. 

Neeleman  worked  on  the  Latin 
American  desk  and  then  as  Sao  Paulo 
bureau  manager  for  seven  years  and 
served  as  a  regional  and  general  exec¬ 
utive  before  being  named  director  of 
group  broadcast  sales  earlier  this 
year.  Me  is  national  chairman  of 
Partners  of  the  Americas,  a  private 
organization  aimed  at  improving 
North  and  South  America  relations. 


Republican,  to  general  manager  of  the 
Republic. 

David  Miller,  marketing  director 
at  the  Republic,  to  general  manager  at 
Angola. 

Newly  designated  as  publishers 
rather  than  general  managers  are 
Scott  Alexander,  Franklin  (Ind.) 
Daily  Journal,  and  Larry  Brown, 
Greenfield  (Ind.)  Daily  Reporter. 


James  D.  Byrd  Jr.  has  joined  the 
corporate  staff  of  Multimedia,  Inc., 
Greenville,  S.C.,  as  director  of  finan¬ 
cial  and  tax  reporting.  Prior  to  going 
to  Multimedia,  he  was  a  tax  super¬ 
visor  with  Ernst  &  Whinney  in  Birm¬ 
ingham,  Ala. 

*  *  * 

Heidi  L.  Schmeck  has  been 
appointed  director  of  art  and  design/ 
corporate  communications  for  the 
Associated  Press.  She  joined  the  AP 
five  years  ago  and  has  held  the  title  of 
promotion  art  director. 

*  ♦  * 

Craig  Trongaard,  formerly  vice 
president-shoppers,  Woodward 
Communications,  Inc.,  Dubuque, 
was  named  vice  president-weekly 
publications.  He  will  be  responsible 
for  the  corporation’s  free  and  paid 
weekly  publications  and  commercial 
printing  facilities. 

* 

George  J.  Trapp  was  elected  a 
vice  president  of  New  York  Life 
Insurance  Co.  and  is  director  of  the 
public  relations  department.  Trapp 
joined  the  company  in  1973  after  three 
years  with  the  New  Brunswick  (N.J.) 
Home  News. 


OBITUARIES 


Lewis  Jordon,  70,  retired  news 
editor  of  the  New  York  Times,  died  of 
emphysema  November  17  in  Sharon 
(Conn.)  Hospital. 

Jordon  compiled  The  New  York 
Times  Style  Book  for  Writers  and 
Editors  in  1962  and  in  1976  revised 
and  expanded  it  as  The  New  York 
Times  Manual  of  Style  and  Usage. 

He  was  with  the  Detroit  Free  Press 
from  1934  to  1940,  when  he  joined  the 
Times  as  a  copy  editor.  In  the  Army 
from  1942  to  1946,  Jordan  spent  most 
of  that  time  as  an  editor  and  writer 
with  the  Army  News  Service.  He  1 
became  news  editor  of  the  Times  in 
1960. 

*  *  * 

Lynn  Heinzerling,  77,  retired 
Associated  Press  foreign  correspon¬ 
dent  and  executive,  died  November 
21  of  cancer.  He  covered  World  War 
II  and  won  a  1961  Pulitzer  Prize  for 
reporting  on  Africa.  With  the  AP  from 
1933  to  1971,  Heinzerling  spent  most 
of  his  career  abroad. 

*  *  * 

Grace  Akin  Naismith,  78,  a  repor¬ 
ter  for  the  Rocky  Mountain  News, 
Denver,  before  joining  the  Reader’s 
Digest  magazine  for  a  33-year  writing 
affiliation,  died  October  31  in  Nor- 
walk.  Conn. _ _ 


Introducing  the  pocket-size 
tape  recorder  that's 
actuated  by  sound! 


The  remarkably  tiny  Olympus  S910 
MICROCASSETTE ™  tape  recorder  is 
automatically  turned  on  by  sound!  Take  it 
to  a  lecture,  concert,  class,  family  event, 
business  meeting — and  it’il  turn  itself  on 
and  off  without  your  lifting  a  finger!  And 
only  you  will  know  it’s  recording! 

The  built-in  variable  control  voice 
actuator  lets  you  set  its  sound  level 
sensitivity.  And  its  2-speed  operation  lets 
you  stretch  a  90-minute  cassette  to  a  full 
3  hours  of  recording  and  playback.  The 
S910's  low  cost  is  just  as  surprising  as  its 
high  quality  and  capability. 

See  this  latest  pocket-size  performer 
at  your  Olympus  dealer,  or  write  for  full 
details  to  Olympus,  Woodbury,  NY  11797. 


OLYMPUS 

MICROCASSETTE 
S910  Tape  Recorder 
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NOTES  ON  PEOPLE 


Looking  at  the  press 

Out  of  earshot  of  reporters  and 
photographers  behind  the  ropes  in  the 
White  House  Rose  Garden,  the  tur¬ 
key  chosen  for  the  annual  Thanksgiv¬ 
ing  presentation  ceremony  received 
personal  instructions  from  President 
Reagan  on  press  conference 
behavior. 

According  to  Lloyd  Grove’s  quotes 
in  the  Washington  Post  from  a  bystan¬ 
der,  the  president  pointed  at  the 
media  gaggle  and  told  that  turkey, 
“You’re  looking  at  the  press  a  lot  like 
I  do  sometimes — with  your  mouth 
wide  open  and  a  total  misunderstand¬ 
ing  of  everything  they’re  asking.’’ 

The  president  later  patted  the  tur¬ 
key  on  the  back  and  ordered,  “Now 
keep  your  head  up  straight,’’  as 
reporters  called  out  questions. 

Capital  lecture 

Robert  C.  Maynard,  editor  and 
publisher  of  the  Oakland  (Calif.)  Tri¬ 
bune,  will  give  the  annual  Frank  E. 
Gannett  Lecture  in  the  Presidential 
Ballroom  of  the  Capital  Hilton  in 
Washington  December  7  at  8  p.m. 

The  event  is  made  possible  by  a 


grant  to  The  Washington  Journalism 
Center  from  the  Gannett  Foundation 
for  “an  annual  lecture  by  a  dis¬ 
tinguished  journalist  on  a  journalistic 
subject  of  importance  and  interest  to 
thoughtful  laymen  as  well  as  to  media 
leaders.’’ 

Previous  Gannett  lecturers  have 
been  Austin  H.  Kiplinger,  president 
of  Kiplinger  Washington  Editors; 
Tom  Johnson,  publisher  of  the  Los 
Angeles  Times',  Walter  Cronkite, 
CBS  correspondent;  Julian  Good¬ 
man,  former  president  of  the  National 
Broadcasting  Company,  and  John  B. 
Oakes,  former  editorial  page  editor  of 
the  New  York  Times. 

Questionnaire  time 

The  follow-up  convention  ques- 
tionaire  of  the  American  Society  of 
Newspaper  Editors  asked  members 
to  indicate  willingness  to  volunteer 
for  assignments.  Some  115  indicated 
they  would  be  willing  to  serve, 
according  to  the  current  ASNE  Bulle¬ 
tin. 

One,  however,  said  for  a  certain 
time  he  was  “overbooked” —  and 
after  that  would  be  “underbooked.” 
He  explained,  “Am  writing  a  book.” 


In  senior  management  restructuring  at  [ 
the  Oakland  (Calif.)  Tribune,  Fred  O. 
Wetton,  general  manager,  was  promoted 
to  executive  vice  president  with 
responsibility  for  circulation,  advertising, 
marketing  and  data  processing 
departments. 

Larry  A.  Frankel,  industrial  relations 
director,  was  promoted  to  vice  president/ 
operations,  responsible  for  production 
and  accounting  departments. 

Also,  Jim  Rowley,  marketing  director 
was  named  advertising  director;  Kate  Fer¬ 
ry  Coleman,  promotion  manager,  was 
promoted  to  marketing  director,  and  Bill 
Lovine,  advertising  director,  was  named 
director  of  sales  development,  respons¬ 
ible  for  recruitment  of  new  business. 


UNDERWRITER? 

Insurance  is  a  confusing  business  .  .  .  especially  so  since  the 
language  we  use  in  it  very  often  means  something  entirely  differ¬ 
ent  to  non-insurance  people.  To  us,  an  underwriter  is  someone 
that  evaluates  risks.  To  others  . . .  who  knows? 

If  you're  working  on  a  story  on  insurance . . .  and  need  to  plug 
into  "our”  language  . . .  give  us  a  call.  If  it’s  personal  insurance 
—auto,  home,  life,  boat— chances  are  we  can  help  you  come  up 
with  a  translation  that  everyone  can  understand. 


Media  Information  Service 
State  Farm  Insurance  Companies 
One  State  Farm  Plaza 
Bloomington,  IL  61701 
Phone:  309-766-2625 
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NEWS/TECH 

SAU  conversion: 

A  headache  for  some, 
a  breeze  for  others 

With  the  July  1 ,  1984  newspaper  industry  conversion  to 
the  expanded  Standard  Advertising  Unit  system  little 
more  than  six  months  away,  members  of  the  American 
Newspaper  Publishers  Association  SAU  working  com¬ 
mittee  are  advising  newspapers  that  have  not  begun  pre¬ 
paring  for  the  new  system  to  do  so  immediately. 

For  many  newspapers,  especially  those  that  have 
already  converted  to  a  six  column  format  and  reduced  web 
width  to  the  55  to  56-inch  range,  the  conversion  will  not  be 
particularly  difficult  or  expensive. 

But  for  newspapers  whose  presses  are  still  printing 
wider  webs,  and  for  highly  computerized  major  metropoli¬ 
tan  newspapers,  the  changes  will  be  both  difficult  and 
expensive. 

Walter  Mattson,  the  New  York  Times  Company  presi¬ 
dent  who  chairs  the  ANPA  working  committee,  has  re¬ 
cently  been  on  the  stump  at  newspaper  industry  conven¬ 
tions  urging  newspapers  that  have  not  begun  preparing  for 
the  July  1  conversion  to  begin  preparing  immediately. 

"Clearly,  you  don't  want  it  to  be  a  surprise  to  your 
advertisers,  your  readers  and  your  staff,”  he  told  E&P. 

An  informal  consensus  obtained  in  interviews  with 
newspaper  operations  managers  at  larger  newspapers 
indicates  that  the  most  difficult  part  of  the  conversion  at 
most  newspapers  will  be  in  newspapers’  computer  sys¬ 
tems. 

“The  bigchange  is  in  the  computer  programming,”  says 
Dick  Lewis,  vice  president/operations  for  the  Hackensack 
(N.J.)  Record.  Converting  to  the  expanded  SAU  system 
will  involve  “a  major  change  in  a  whole  rash  of  computer 
programs.  It's  a  major  job,”  he  says. 

“Systems  conversion  could  be  very  difficult,”  says 
Mattson,  especially  at  larger  newspapers. 

At  the  Los  Anficles  Times,  management  wisely  began 
the  task  of  modifying  computer  programs  last  June.  Since 
then,  the  newspaper  has  uncovered  1 20  different  computer 
programs  that  need  modification  in  order  to  conform  to  the 
new  system. 

“On  the  surface,  this  entire  program  seems  to  be 
incredibly  simple,”  says  Murray  Engel,  SAU  project 
director  for  the  Times.  However,  once  the  programmers 
I  began  delving  into  computer  software,  they  began  finding 
more  and  more  programs  that  needed  modification. 

The  Times  has  assigned  three  programmers  and  an  * 
analyst  to  convert  the  paper's  software.  The  data  process¬ 
ing  department  has  estimated  it  will  take  5 1 3  man-days,  the 
equivalent  of  1,104  hours  at  eight  hours  per  day,  to  modify 
programs. 

One  of  the  more  difficult  program  modifications  that  had 
to  be  done  at  the  Times  was  the  conversion  of  computer 
programs  that  perform  financial  analyses.  The  Times’  data 
processing  staff  found  it  difficult  to  modify  these  programs 
to  allow  old  linage  data  to  be  merged  with  the  new  data 
based  on  inches  for  the  purposes  of  financial  reporting  and 
analysis.  Another  particularly  difficult  program  involved 
the  creation  of  billing  programs  that  would  ensure  that  the 
move  to  the  expanded  SAU  system  would  be  a  “no  rate 
increase  conversion,”  according  to  Engel. 

“It's  exciting,  if  it  turns  you  on,”  reports  Engel.  “But 
it’s  a  lot  of  work,  too.” 


Charles  Kinsolving,  vice  president/new  technology  for 
the  Newspaper  Advertising  Bureau,  says  that  a  newspaper 
with  a  sophisticated  computer  operation  that  has  not 
begun  program  modification  for  the  new  SAU  system  will 
probably  not  be  able  to  complete  the  conversion  before  the 
system  becomes  effective  July  1. 

Conversion  to  the  expanded  SAU  system,  while  it  may 
be  a  headache  to  some  newspapers,  is  a  relative  ‘piece  of 
cake’  to  others. 

"It  hasn’t  been  a  big  concern  to  us,”  reports  Charles 
Blevins,  vice  president/production  for  Gannett  Newspa¬ 
pers  Inc.  "It’s  been  so  painless,  there  hasn’t  been  much 
conversation  at  all.” 

One  of  the  reasons  Gannett  has  had  such  an  easy  time  of 
it  is  that  the  group  has  reduced  web  widths  at  most  of  its 
papers  over  the  past  several  years.  With  most  of  its  proper¬ 
ties  already  converted  to  55-inch  web  widths  and  six  col¬ 
umn  formats,  the  changes  have  been  relatively  simple. 

Most  smaller  newspapers  that  do  not  have  sophisticated 
computer  systems  and  that  have  already  reduced  web 
width  to  the  55  to  56-inch  range  should  not  have  much 
trouble  converting  to  the  new  SAU  system. 

Some  smaller  newspapers  that  still  run  58-inch  or  wider 
webs  may  incur  considerable  expense  either  in  reducing 
web  width  or  in  wasted  newsprint. 

And  some  larger  newspapers  will  have  to  both  modify 
production  equipment  and  modify  computer  programs, 
thereby  incurring  major  expenses. 


(Eliectiv*  fitly  1.  1964) 

^  The  Expanded  ^53J  Standard  Advertising  Unit  System 
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One  of  those  newspapers  is  the  Detroit  News,  which  for 
now  is  planning  to  adopt  the  expanded  SAU  system  but  is 
still  not  committed  to  implementing  it. 

The  News'  web  width  is  now  55y4-inches  on  its  ten 
presses.  It  is  now  considering  bids  for  conversion  of  a  total 
of  63  black  units  and  35  color  humps  and  half-decks. 
“Obviously,  it's  a  cost,  but,  obviously,  we'll  have  a  sav¬ 
ings  in  newsprint,”  reports  Raymond  J.  Eby,  operations 
director  for  the  News. 

“We  are  at  this  time  planning  to  make  the  changeover, 
but  if  something  should  come  up  to  prove  it  is  not  in  our 
best  interests,  we're  not  going  to  do  it,”  he  says. 

The  News  believes  the  changeover  from  its  six-on-nine 
column  format  to  the  new  system  will  result  in  an  automa¬ 
tic  rate  increase  to  its  retail  advertisers.  Management  is 
currently  looking  for  a  way  to  make  the  changeover  with 
no  rate  increase  to  local  retailers. 

According  to  companies  that  specialize  in  converting  to 
narrower  web  widths  at  newspapers,  many  newspapers, 
perhaps  a  majority,  have  already  converted  to  narrow 
widths. 

However,  an  increase  in  newspapers  wishing  to  convert 
to  the  55-inch  web  is  anticipated. 

Graham  Hall,  president  and  chief  operating  officer  of 
Scripps-Howard's  Hall  Systems,  Inc.  and  George  R.  Hall, 
Inc.,  believes  that  his  company  will  see  an  increase  in 
business  over  previous  years,  if  the  work  the  company  has 
done  for  Gannett  in  recent  years  is  not  considered. 

According  to  Hall,  the  degree  of  difficulty  and  the  rela¬ 
tive  expense  of  a  web-width  reduction  varies  with  the  age 
of  a  newspaper's  press  and  whether  or  not  it  has  been 
modified  in  the  past.  A  conversion  from  the  56  to  58-inch 
range  to  55-inches  is  not  going  to  be  as  expensive  as  a 
conversion  to  55-inches  from  the  60  to  62-inch  range.  The 
most  difficult  and  expensive  part  of  such  a  conversion 
would  be  conversion  of  the  inking  system,  particularly 
with  an  offset  press.  Hall  explained. 

The  changes  involve  the  folder,  angle  bars,  and  some 


changes  in  saddles  and  lock-up  systems. 

For  example.  Hall  said  a  single  folder  newspaper  with  a 
56-inch  range  web  width  and  no  need  for  many  new  parts 
would  pay  roughly  $25,000  for  the  conversion,  regardless 
of  the  number  of  units  in  the  press. 

A  newspaper  with  a  60-inch  plus  web  width  and  a  need 
for  many  new  parts  would  pay  between  $50,000  and 
$75,000  for  the  conversion. 

Gordon  Etchell,  president  of  Pathfinder  Graphics 
Associates,  Inc.,  says,  “It  looks  like  things  are  going  to  be 
a  mad  rush  by  June.”  His  firm  makes  the  parts  used  by 
companies  such  as  Hall,  Tasco,  Masthead  and  Publishers 
Equipment  Corporation,  which  specialize  in  press  mod¬ 
ifications  and  conversions. 

UPl  begins  sending  data 
over  own  satellite  uplink 

United  Press  International  has  announced  the  transfer 
of  its  satellite  uplink  from  Glenwood,  N.J.,  to  its  com¬ 
munications  center  in  Dallas,  making  it  the  first  major  U  .S. 
wire  service  to  have  ownership  and  full  control  of  its  own 
vital  uplink  services. 

National  and  international  news  now  feeds  into  the  UPl 
Dallas  Technical  Center,  and  is  beamed  directly  up  to  the 
Westar  3  satellite  for  distribution  to  UPl  subscribers. 
Formerly,  the  news  feed  travelled  from  Dallas  to  the  New 
Jersey  uplink  by  land  lines  and  microwave  which  UPl 
identified  as  a  costly  and  unreliable  link  between  'break¬ 
ing'  news  and  subscribers. 

In  announcing  the  change,  UPl  managing  director  and 
chief  executive  officer  Douglas  F.  Ruhe  said  that  in  addi¬ 
tion  to  increased  reliability^  the  new  uplink  provides  an 
important  increase  in  the  volume  of  data  that  can  be  moved 
through  the  system. 


A  museum  in  search  of  a  home 


By  Roy  Whitcomb 

Bob  Richter  is  a  Boston  printer  with  220  tons  of 
presses  and  type  looking  for  a  museum  to  display 
them. 

Richter's  the  unofficial  curator  for  the  Friends  of 
the  Museum  of  Printing,  an  organization  with 
members  from  41  states  and  four  other  countries. 
He’s  also  the  self-styled,  ink-stained  wretch  who 
started  the  whole  idea. 

Formed  a  few  years  ago  by  newspaper  industry 
executives  and  others  interested  in  preserving 
artifacts  of  a  trade  that's  more  than  500  years  old, 
the  organization  has  been  searching,  unsuccessfully, 
for  a  suitable  exhibition  site. 

Richter  says  the  group  now  has  old  equipment 
stored  in  16  locations  throughout  New  England, 
including  an  1892  Hoe  Drum  Cylinder  flatbed  press 
that  is  still  operable. 

A  Lowell,  Mass.,  printer,  the  Courier  Corp., 
donated  three  linotype  machines,  a  paper  cutter, 
galley  racks  and  two  Ludlow  typecasting  machines. 

Richter  says  he  could  have  had  all  the  equipment 
used  by  a  local  telephone  book  publishing  company, 
“but  storage  became  a  problem,”  he  said. 

The  group  was  formed  as  the  last  of  the  big 
presses  and  typesetting  machines  went  the  way  of 


the  one-horse  shay  and  the  buggy  whip. 

Richter,  who  works  nights  as  a  proofreader  now 
and  at  57  can  look  back  over  46  years  experience  in 
print  shops  and  newspaper  rooms,  said  he  almost 
had  a  museum  last  year  that  could  be  part  of  the 
Lowell  National  Historic  Park  complex. 

But,  the  plan  fell  through  when  the  only  space 
available  was  a  fourth-floor  location  that  couldn’t 
have  supported  heavy  presses  like  the  45-ton  Goss 
sextuple  rotary  press  the  group  owns. 

The  Goss,  donated  by  Lann  Printing  Co.  of 
Springfield,  Mass.,  was  as  good  as  new.  It  will  form 
the  centerpiece  of  the  exhibition,  once  a  museum  is 
found. 

Many  newspapers,  printers,  publishers  and 
manufacturers  have  joined  government  agencies  and 
trade  organizations  in  supporting  the  Friends.  They 
have  provided  equipment  and  help  in  finding  a  site, 
and  they  have  helped  pay  the  current  storage  bills. 

While  hot-type  printing  presses  and  linotype 
machines  may  have  been  ideas  whose  time  has 
passed,  the  idea  of  a  museum  to  house  them  has 
apparently  just  arrived.  And  so  the  Friends  continue 
to  search  for  a  home  for  their  museum,  no  matter 
how  humble  it  be,  so  the  mechanical  archives  of 
what  may  someday  become  a  forgotton  mode  of 
communication  may  be  preserved. 
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INFORMATION  INTERNATIONAL,  INC.  has 
announced  three  new  system  enhancements  designed  to 
improve  data  communication  and  the  integration  of 
subsystems  within  the  electronic  prepress  production 
environment  for  newspapers  and  magazines. 

The  three  changes  involve  a  new  data  format. 
Pagination  Interchange  Information  (PII);  a  new 
universal  interface  device;  and  the  integration  of  the 
ANPA  Layout-80  ad  composition  package. 

A  new  data  format  designed  by  Information 
International  to  support  the  integration  of  electronic 
prepress  production  systems  has  been  named 
Pagination  Interchange  Information  (PII). 

PII  assists  in  the  integration  of  subsystems 
responsible  for  text  and  area  composition,  illustration 
insertion,  page  makeup  and  pagesetting. 

Taking  data  files  created  on  triple-I  or  other 
equipment,  PII  data  format  specifies  the  page  geometry 
of  the  interrelating  page  components  such  as  halftones, 
line  art  and  galleys  on  the  electronic  dummy  created  at 
the  Information  International  2025  Page  Makeup  Station 
(PMS). 

The  data  structure  offers  several  advantages  in 
electronic  prepress  production.  The  separation  on  the 
layout  form  on  the  PMS  screen  and  the  corresponding 
subsystem  data  files  provides  flexible  dummying  and 
the  easy  substitution  of  updated  stories  or  photos.  Pill 
interaction  with  ad  composition  systems  such  as 
Layout-80  will  dramatically  reduce  per-page  makeup 
time  with  the  automatic  insertion  of  ad  stack  data  onto 
a  page. 

PII  data  architecture  also  supports  triple-I’s 
InfoCOLOR  electronic  color  production  process  and 
the  remote  transmission  and  recording  of  pages. 

Newspaper  editorial,  classified  and  advertising 
front-end  systems  can  now  be  integrated  with  triple-l’s 
Newspaper  Pagination  System  (NPS)  through  the  new 
Model  1149  Universal  Interface. 

The  device  converts  the  data  protocol  generated  by 
host  front-end  editorial  and  advertising  systems  inta 
Information  International's  applicable  data  formats.  The 
converted  data  is  then  passed  to  the  NPS  File  Manager 
through  triple-I’s  Model  1125  On-Line  Interface. 

The  Model  1149  Universal  Interface  can  accept  and 
process  up  to  four  unique  protocol  inputs 
simultaneously  with  a  throughput  speed  of  10,000  bytes 
per  second  for  8-bit  data.  Triple-I’s  protocol  board  in 
the  device  is  compatible  with  more  than  500  similar 
interfaces  already  in  use  industry-wide. 

The  new  device  is  being  used  in  the  triple-I/Dow 
Jones  computer-to-plate  Newspaper  Pagination  System 
for  the  production  of  the  Wall  Street  Journal,  merging 
triple-I’s  File  Manager  and  Page  Makeup  Stations  with 
Dow  Jones’  front-end  system,  laser  scanners  and 
platemakers.  It  is  available  to  newspapers  with  any 
output  format. 

The  many  features  of  the  ANPA  Layout-80 
interactive  ad  placement  system  can  now  be  integrated 
into  triple-I’s  Newspaper  Pagination  System  with  an 
on-line  interface. 

Layout-80  electronically  creates  an  ad  stack  dummy 
for  an  edition  considering  page  layout  parameters  such 
as  size,  position  and  color.  The  ad  stack  is  merged  with 
other  space  requirements  for  the  edition,  including  the 
number  of  pages  and  the  size  of  the  newshole,  to 


compute  the  proper  placement  of  ads. 

Using  triple-I’s  Pagination  Interchange  Information 
(PII)  data  format  and  the  NPS  File  Manager,  the 
Layout-80-generated  ad  stack  enters  the  NPS 
environment  on  the  Page  Makeup  Station  (PMS).  With 
the  PMS,  an  operator  or  editor  can  see  the  ad  stack 
automatically  merged  and  positioned  on  edition  pages 
and  have  the  ability  to  electronically  solve  layout 
problems. 

Benefits  of  the  on-line  interface  include  easier 
proofing  of  ads  and  a  reduction  in  the  per-page  layout 
time. 

*  *  * 

The  A.H.  Belo  Corporation  has  placed  an  initial 
order  for  HCM/HELL  Pressfax  “100”  full-page, 
high-quality  data  transmitters  and  automatic  film 
recorders  to  be  used  in  production  of  the  Dallas 
Morning  News  at  its  new  2(X),000  square-foot  offset 
satellite  printing  plant  in  Plano,  Texas.  The  new  system 
is  scheduled  for  delivery  and  installation  in  June  1984 
and  will  be  the  first  installation  of  a  HCM/HELL 
laser-based,  high-resolution  newspaper  page  data 
system  in  the  United  States. 

The  new  satellite  plant  will  print  the  northern  county 
editions  of  the  Morning  News  as  well  as  some  sections 
for  the  entire  circulation.  Data  communications  for  the 
Pressfax  units  to  the  new  satellite  plant  will  be  via  a 
DS2  fiber  optic  link. 

With  the  HCM/HELL  Laser  Pressfax  system, 
paste-up  and  pre-screened  four-color  separation 
transparencies  are  scanned  at  a  rate  up  to  2,000  lines 
per  inch  at  the  News’  downtown  plant  and  transmitted 
to  automatic  roll  film  receivers  at  the  new  satellite 
printing  plant  where  film  negatives  are  produced  to 
make  lithographic  printing  plates,  as  required. 

*  *  * 

SATURDAY  SOFTWARE  of  Catlettsburg,  Ky.,  has 
introduced  TeleStar^“,  a  new  software  package  for 
transmission  of  copy  from  the  Radio  Shack  TRS  80 
Model  100  to  newspaper  computers. 

Each  TeleStar  program  sold  by  Saturday  Software  is 
tailored  to  meet  the  needs  of  individual  newspapers. 

TeleStar  makes  use  of  the  eight  format  keys  at  the 
top  of  the  Model  100  keyboard.  These  keys  are  used  to 
scroll  through  the  text  file  names,  to  mark  text  files  to 
be  transmitted,  to  count  words  in  stories,  to  preview 
stories  before  they  are  sent,  to  auto-dial  the  computer 
number  through  the  Model  lOO’s  built-in  modem,  and  to 
reset  the  program  should  something  go  wrong. 

With  TeleStar,  the  reporter  is  not  required  to 
remember  any  log-on  procedures,  telephone  numbers  or 
other  computer  protocols. 

TeleStar  takes  up  less  than  4K  of  Model  lOO’s 
memory  and  works  well  with  the  4K,  2K  or  32K 
machines.  > 

Saturday  Software  provides  free  consultation  for  six 
month’s  after  licensing  the  program’s  use. 

TeleStar  can  be  delivered  via  cassette  tape  or  over 
the  telephone.  It  will  be  tested  completely  before  being 
sent.  The  program  is  priced  at  $450  which  includes  the 
license  to  use  it  in  one  Model  100.  Discounts  are 
offered  for  multiple  program  licenses  sent  to  the  same 
newspaper. 
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Use  this  handy  order  form  to  order: 

1984  EDITOR  &  PUBLISHER  MARKET  GUIDE  (Published  Dec.,  1983) 
1983  EDITOR  &  PUBLISHER  YEAR  BOOK  (Published  April,  1983) 

Please  send  me: 

EDITOR  &  PUBLISHER  MARKET  GUIDE 

Exclusive  data  on  U.S.  and  Canadian  newspaper  markets. 

□  1984  Edition  $50  per  cmjy  □  Bulk  orders  5  or  more  $45.00  each _ 

(U.S.  and  Canada)  $65  per  copy  outside  U.S.  &  Canada  Number  of  copies 

EDITOR  &  PUBLISHER  YEARBOOK  -  Encyclopedia  of  the  newspaper  industry. 

□  1983  Edition  $50  per  copy  □  Bulk  orders  5  or  more  $45.00  each _ 

(U.S.  and  Canada)  $65  per  copy  outside  U.S.  &  Canada  Number  of  copies 

Name _ Title _ 

Company _ 

Nature  of  Business  _ _ _ 

Address _ _ 

City _ State _ Zip _ 

Payment  must  accompany  Market  Guide  and  Year  Book  orders. 


New  York  State  residents  add  applicable  sales  tax. 


Enclose  this  card 
with  your  payment. 


PLANNMG  FOR  OFFSET? 
PUBLISHERS  EOUPMENT 
HAS  YOUR  AFfiWER...! 


NEW  EAGLE  UNITS  CONBgsED 
WITH  CONVERTED  LK\IITS... 


The  answer  for  Gary,  Indiana  Post  Tribune  was  the  conversion  of 
Mark  II  units  they  had  in  storage  combined  with  Publishers  Equip¬ 
ment  Corporation  EAGLE  3-color  units.  This  Publishers  Equip¬ 
ment  offset  press  is  now  being  shipped  from  our  Rockford,  Illi¬ 
nois  plant.  Let  Publishers  Equipment  provide  your  answer! 


PUBLISHERS  EOUPMENT 
CONVERTED  LNTS... 


The  answer  for  San  Bernardino,  California  Sun  was  redesigned 
Colormatic  units  Gannett  had  in  storage.  The  Publishers  Equip¬ 
ment  Corporation  redesigned  press,  with  a  cutoff  change,  was 
installed  in  a  new  building  and  has  printed  nearly  40  million 
copies  of  USA  TODAY  since  January,  1983. 


Your  answer  may  be  one  of  the  above  or  all  new  EAGLE  units 
with  upgraded  folders  and  substructure  designed  by  YOU  with 
the  help  of  our  experienced  press  engineering  staff.  Whatever 
your  press  needs.  Publishers  Equipment  has  your  answer! 


PLBLISHERS  EOUPMENT 
^EW  EAGLE  UNITS... 


Through  James  Bond  Electric 
We  Provide.  . 

•  PRESS  DRIVES 
•PRESS  CONTROLS 
•RTP  UPGRADES 
•PRESS  COPY  COUNTER 
•REMOTE  PRESS  CONSOLE 
•DIGITAL  INK  CONTROLS 


PHONE  COLLECT  (214)  931-2312 
“We  Serve  The  Newspaper  Industry” 

PUBLISHERS  EQUIPMENT 
CORPORATION 

3230  Commander  Drive  Phone  (214)  931-2312  P.O.  Box  802326 

Carrolltorv  Texas  75006  Telex:  732561  (TELESERV  DAL)  Dallas  Texas  75380 


IN  LONDON  CALL  T.R.H.  GRAPHICS  LTD.  PHONE  977-9286  TELEX:  8954566  TRHLTD  G 


SYNDICATES 


Covering  the  coverers 

Media  columnist  Tom  Collins  writes  about  matters 
ranging  from  U.S.  press  restrictions  in  Grenada 
to  classic  lead  paragraphs  in  newspapers 


Tom  Collins  (left)  writes  a  medio  column  for  the  Los  Angeles  Times  Syndicate.  One  of 
his  recent  subjects  was  the  restrictions  placed  on  the  press  by  President  Reagan  during 
the  U.S.  invasion  of  Grenada.  Don  Wright  of  the  Tribune  Company  Syndicate 
comments  on  that  in  the  above  cartoon. 


By  David  Astor 

When  Ronald  Reagan  clamped 
down  on  press  coverage  of  the 
invasion  of  Grenada,  the  President’s 
media  muzzling  became  a  story  that 
some  considered  almost  as  news¬ 
worthy  as  the  U.S.  attack  itself.  It  was 
yet  anotherexampleofhowthe  media 
can  be  the  subject  as  well  as  the  cover- 
er  of  news,  and  it  was  yet  another 
example  of  what  Tom  Collins  writes 
about  in  his  column. 

Collins — a  NewsJay  staffer  whose 
media  feature  was  picked  up  by  the 
Los  Angeles  Times  Syndicate  last 
year — has  written  several  columns 
about  the  Grenada  situation, 
including  one  discussing  why  much  of 
the  public  seems  to  agree  with 
Reagan's  press  restrictions. 

“The  fact  that  the  public  is 
apparently  not  on  the  press's  side  is  a 
surprising  development  to  me,”  said 
Collins.  “We  all  know  the  press  is  not 
beloved  by  the  public,  but  the  fact  that 
people  are  happy  to  get  their  news 
from  the  government  rather  than  the 
press  is  shocking.” 

Collins,  who  strongly  opposes 
Reagan's  media  curbs  and  feels  the 
President's  stated  reasons  for  them 
are  “specious,”  did  note  that  the 
public  may  be  more  angry  with  televi¬ 
sion  than  newspapers. 

“So  many  letters  reflect  anger  at 
the  generic  word  ‘press,”'  Collins 
declared.  “But  when  you  get  into 
details,  they  inevitably  refer  to  the 
perceived  arrogance  of  so  many  dif¬ 
ferent  network  correspondents,  and 
(their)  rudeness  toward  the  President 
and  institutions. 

“Tv  journalism  has  evolved  into  a 
highly  personalized  style.  Tv  report¬ 
ers  are  free  to  interpret,  analyze  and 
speculate  in  ways  newspaper  report¬ 
ers  don't  do  and  shouldn't  be  able  to 
do.  1  think  (tv  reporting)  is  contribut¬ 
ing  towards  public  disaffection  with 
the  press,  but  it's  not  the  sole 
reason.” 


Recent  Collins  columns  also 
touched  on  what  the  Grenada  media 
restrictions  “say”  about  the  Reagan 
administration  and  what  they  portend 
for  the  future.  And  Collins  discussed 
the  significance  of  Fidel  Castro  allow¬ 
ing  so  many  U.S.  journalists  to  report 
from  Cuba  during  the  Grenada 
invasion. 

Collins  said  the  presence  of  the 
reporters  in  Havana  was  unusual 
because  Reagan  considers  Cuba  the 
“enemy,”  and  the  “enemy”  usually 
doesn't  allow  the  other  side's  jour¬ 
nalists  to  report  from  its  territory 
while  fighting  is  going  on. 

The  columnist  noted  that  there  was 
criticism  of  the  press  for  showing 
Cubans  at  least  somewhat  sym¬ 
pathetically  (as  in  the  stories  about 
wounded  construction  workers — 
who  Reagan  had  claimed  were 
soldiers — arriving  back  in  Havana). 
But  Collins  said  this  criticism  was 
“shortsighted.” 

“The  more  information  you  get 
from  the  other  side,  the  more  you  see 
what  the  ‘enemy’  looks  like,”  said 
Collins.  He  added  that  when  it  is 
shown  that  the  “enemy”  consists  of 
people  with  human  feelings,  “it  does 


make  a  contribution  to  peace.” 

In  keeping  with  his  effort  to  report 
on  media  trends,  Collins  said  he 
placed  the  Cuba  column  in  the  context 
of  what  he  considers  a  recent  “revolu¬ 
tion  in  reporting” — i.e.,  mainstream 
journalists  seeking  out  the  viewpoints 
of  countries  or  movements  the  U.S.  is 
opposing.  Some  journalists,  for 
instance,  have  interviewed  guerrillas 
in  El  Salvador — a  country  Collins  vi¬ 
sited  last  year  to  investigate  how  the 
press  was  covering  the  war  there. 

Collins,  who  occasionally  writes 
news  stories  and  analyses  about  the 
media  in  addition  to  his  twice-weekly 
column,  covered  another 
international  situation  last  year  when 
he  investigated  complaints  that  U.S. 
coverage  of  the  Israeli  invasion  of 
Lebanon  was  biased  against  the  Jew¬ 
ish  state. 

“I  sat  down  with  all  the  transcripts 
of  the  network  news  shows  and  stor¬ 
ies  from  the  New  York  Times,  Wash¬ 
ington  Post  and  Newsday  and  tried  to 
examine  the  charges,”  said  Collins, 
who  studied  journalism  at  New  York 
University. 

Other  media  topics  addressed  by 
Collins  have  included  press  treatment 
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of  Henry  Kissinger,  how  politicians 
under  fire  attack  the  press,  stories 
that  are  ignored  or  underplayed,  the 
use  of  anonymous  sources,  whether 
journalists  are  too  adversarial  with 
government,  and — on  the  lighter 
side — “a  nostalgic  look  at  great 
leads.” 

Collins  opened  this  piece  by  writ¬ 
ing,  “There  will  be  no  lead  on  this 
column  because  there  are  so  few  good 
leads  written  anymore.”  He  then 
went  on  to  cite  several  examples  of 
classic  opening  paragraphs,  such  as  a 
“truly  deplorable”  one  from  the  old 
Chicago  Daily  News  about  the  death 
of  the  brilliant  murderer  Richard 
Loeb,  who  was  stabbed  in  prison  by 
an  inmate  to  whom  he  was  allegedly 
making  sexual  advances.  It  read, 
“Richard  Loeb,  who  was  a  master  of 
the  English  language,  today  ended  a 
sentence  with  a  proposition.” 


The  columnist  cited  another  lead 
about  the  death  of  a  great  comedian 
that  was  not  allowed  into  the  New 
York  Post  during  the  1960s:  “Lenny 
Bruce  is  a  four-letter  word.  Dead.” 

It  was  in  1959 — several  years 
before  Bruce  died — that  Collins 
began  working  for  Newsday  as  a 
general  assignment  reporter.  He  went 
on  to  become  Washington  correspon¬ 
dent,  Washington  bureau  chief,  and 
metropolitan  editor.  Collins  began 
covering  the  media  about  1970 — 
around  the  time  that  the  press  was 
becoming  a  newsworthy  category  in 
itself. 

Collins  said  President  Nixon  and 
Vice  President  Spiro  Agnew  focused 
a  great  deal  of  attention  on  the  press 
with  their  speeches  attacking  it. 
Then,  of  course,  came  the  Watergate 
reporting  of  Woodward  and  Bernstein 
that  brought  the  “profile”  of  the  press 


even  higher,  said  Collins. 

Since  that  time,  Collins  believes  the 
press  has  become  somewhat  more 
open  to  running  stories  about  itself, 
and  accepting  criticism — as  evi- 
denced  by  the  hiring  of 
ombudspeople.  Collins  said  he  criti¬ 
cizes  the  press  on  some  occasions  and 
praises  it  on  others,  but  emphasized 
that  his  column  can  better  be 
described  as  one  that  explains  to  the 
public  how  the  press  does  its  job. 

Collins,  who  interviews  numerous 
people  to  gather  material  for  his  col¬ 
umn,  said  this  explaining  mostly  fo¬ 
cuses  on  the  editorial  rather  than  the 
business  side  of  the  media. 

The  columnist  described  his  target 
audience  as  newspaper  readers  who 
“really  want  to  know  what's  going  on 
in  the  world.”  He  added,  “Media  is  so 
much  a  part  of  this  world.” 


‘Doonesbury’  play  on  Broadway  gets  mixed  reviews 

N.Y.  Times  calls  Garry  Trudeau’s  musical  comedy  ‘pleasar^V 
but  ‘dull’  while  Daily  News  terms  it  ‘likable’  but  ‘slight’ 


“Doonesbury”  opened  on  Broad¬ 
way  last  month  to  mixed  reviews  from 
New  York  City  newspaper  drama  cri¬ 
tics. 

The  musical  comedy — based  on 
Garry  Trudeau’s  on-sabbatical.  Uni¬ 
versal  Press  Syndicate-distributed 
comic  strip — takes  place  on  gradua¬ 
tion  weekend  for  members  of  the  Wal¬ 
den  commune.  It  features  such  scenes 
as  Mike  Doonesbury  tiying  to  court 
J . J . ;  J . J .  trying  to  come  to  terms  with 
her  mother,  Joanie  Caucus;  and 
crazed  drug  enthusiast  Duke  trying  to 
bulldoze  Walden  for  condo 
development. 

Frank  Rich  of  the  New  York  Times 
opened  his  review  on  a  positive  note 
by  stating,  “The  qualities  that  have 
made  Garry  Trudeau’s  comic  strip 
‘Doonesbury’  a  national  treasure  are 
all  present  in  the  musical-comedy  ver¬ 
sion  at  the  Biltmore  Theater.”  The 
critic  noted,  for  instance,  that  “on 
stage,  as  in  the  strip,  Mr.  Trudeau 
speaks  in  a  sweet  voice  that  lifts  him 
well  above  the  madding  crowd  of 
diurnal  satirists.” 

But  then  Rich  added  that  while  the 
show  is  “pleasant”  it  is  also  “dull.” 
He  explained,  “Some  of  the  shortfall 
can  be  traced  to  conventional  failings 
of  craft  in  Mr.  Trudeau’s  book  and  a 
weak  score  by  Elizabeth  Swa- 
dos  ....  Many  of  the  book  scenes 
are  enervated  rehashes  or  con¬ 
tinuations  of  old  strips  ....  Only  the 


Jooonesiwn 


^  New  Musical 


Top  part  of  on  ad  for  the  'Doonesbury' 
musical  comedy  that  opened  on  Broad¬ 
way  last  month. 

straight  political  gags  have  bite.” 

Rich  had  nicer  things  to  say  about 
Trudeau’s  song  lyrics,  writing  that 
they  “are  far  better  than  his  book; 
perhaps  the  tight  discipline  of  comic- 
strip  writing  has  provided  him  with 
the  miniaturist’s  discipline  required. 
In  the  funniest  (if  most  irrelevant) 
song,  a  preppie  chanteuse  named 
Muffy  declares,  ‘1  love  Nancy 
Reagan/1  love  Ronnie,  too/What  a 
pity  their  money  is  so  new.’” 


Douglas  Watt  of  the  New  York  Dai¬ 
ly  News  called  the  play  “likable”  but 
“exceedingly  slight.”  He  added  that 
Trudeau’s  lyrics  “are  substantial 
enough”  but  “the  form  in  which  he 
has  couched  them  betrays  the  hand  of 
the  amateur  songwriter.”  Like  Rich, 
Watt  criticized  the  Swados  score.  He 
did  note  that  all  1 1  actors  and  actres¬ 
ses  in  the  show  are  “accomplished.” 

And  he  expressed  enthusiasm 
about  “one  dizzying  scene  near  the 
end  when  the  irrepressible  Duke,  on 
one  of  his  highs,  drives  a  bulldozer 
right  through  the  back  wall  into  the 
Walden  living  room  .  .  .  .” 

Clive  Barnes  of  the  New  York  Post 
said  he  “never  cared  much”  for 
Trudeau’s  strip,  but  liked  the  musical 
more  than  he  expected. 

“It  is  a  patchwork  musical,  with 
some  patches  gleaming  and  other 
patches  dull,”  wrote  Barnes,  later 
adding  that  he  enjoyed  Trudeau’s 
lyrics  and — unlike  Rich  and  Watt — 
Swados’  score  as  well. 

“People  who  love  (the  comic  strip) 
‘Doonesbury’  might  love  this  show,” 
Barnes  stated. 

Don  Shewey  of  the  Village  Voice 
wrote,  “I  had  high  hopes  for  ‘Doones¬ 
bury’  because  it  was  written  by  Garry 
Trudeau,  who  created  the  sharp,  fun¬ 
ny,  political  comic  strip,  and  Eli¬ 
zabeth  Swados,  a  composer  1  admire. 
But  I  was  disappointed  in  the  show, 
{Continued  on  page  38) 
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which  seemed  amusing  but  tame.” 

He  said  the  score  is  “strong  and 
tuneful”  but  “not  terribly  original” 
and  that  Trudeau’s  lyrics  are 
“serviceable  but  not  great.  The  book, 

however,  has  real  scenes  and  is  ge¬ 
nuinely  funny.” 

In  his  concluding  remarks,  Shewey 
said  he  felt  the  play  lacks  “real  sub¬ 
stance  .  ”  He  wrote ,  ‘  ‘  Despite  a  couple 
of  jabs  at  Reagan,  the  show  had  no 

political  bite.  Did  Trudeau  tame  it 
down  because  a  Broadway  musical 
can’t  accommodate  political  com¬ 
ment,  or  was  the  real  truth  that 
‘Doonesbury’  was  never  really  radic¬ 
al  but  only  seemed  so  compared  to 
other  daily  newspaper  comics?” 

Daily  drops  Jack 

San  Diego  Tribu 
not  have  been 

By  M,L.  Stein 

The  San  Dief>o  Tribune  has  drop¬ 
ped  Jack  Anderson’s  column, 
declaring  his  report  that  former  Rep. 
Lionel  Van  Deerlin  “stand(s)  ac¬ 
cused”  of  violating  federal  narcotics 
laws  has  shaken  the  paper’s  faith  in 
Anderson’s  journalistic  integrity. 

Van  Deerlin,  formerly  a  Democrat¬ 
ic  Congressman  from  San  Diego  and 
now  a  Tribune  columnist,  has  denied 
any  drug  involvement,  according  to 
the  paper.  In  a  November  28  editorial, 
the  Tribune  charged  Anderson  with 
irresponsibility  in  columns  last  spring 
about  an  alleged  Capitol  drug  ring. 

“The  use  of  rumor,  hearsay  and 
gossip,  not  supported  by  any  evi¬ 
dence,  to  publish  a  statement  that  a 
former  Congressman  ‘stands  ac¬ 
cused’  of  narcotics  violations  is  not 
responsible  Journalism,”  the  editorial 
charged. 

“We  would  not  allow  one  of  our 
reporters  to  publish  such  a  statement. 
We  did  not  allow  Jack  Anderson  to  do 
so  in  the  Tribune,  but  the  fact  that  he 
published  the  statement  elsewhere 
and  has  refused  to  retract  it  shakes 
our  faith  in  his  journalistic  integrity.” 

The  Tribune  said  it  had  asked 
Anderson  who  had  made  the  accusa¬ 
tion  against  Van  Deerlin.  Anderson, 
according  to  Tribune  editor  Neil  Mor¬ 
gan,  replied  that  he  knew  the  identi¬ 
ties  of  three  informants  who  had 
incriminated  Van  Deerlin  but  had  pro¬ 
mised  not  to  reveal  their  names. 

The  Tribune  said  that,  based  on  its 
long  acquaintance  with  Van  Deerlin 
“and  a  knowledge  of  his  reputation  in 
the  community,”  it  believes  his  denial 
of  the  drug  accusation. 

Van  Deerlin  has  filed  a  libel  suit 
against  Anderson,  the  editorial  said. 

The  Tribune  editorial  asserted  that 
the  recent  report  of  Joseph  Califano, 
special  counsel  to  the  House  Ethics 
Committee,  regarding  Anderson’s 
drug  revelations  “makes  it  clear  that 

Anderson  after  dri 

ne  contends  former  Cong 
named  in  Anderson  coiun 

Anderson’s  column  was  irrespon¬ 
sible.”  Califano’ s  report  produced  no 
evidence  of  three  informants  linking 
Van  Deerlin  to  drugs,  the  editorial 
noted. 

The  Tribune,  which  had  published 
the  Anderson  “Washington  Merry- 
Go-Round”  column  and  that  of  his 
predecessor.  Drew  Pearson,  for 
about  30  years,  said  it  had  concluded 
that  “we  can  no  longer,  in  good  con¬ 
science,  offer  his  column  to  our  read¬ 
ers  as  worthy  of  attention  and  belief.” 

Van  Deerlin  was  one  of  nine 
present  or  former  members  of  Con¬ 
gress  named  in  an  April  27  Anderson 
column  as  being  accused  of  drug 
charges.  The  column  stated  that  Van 
Deerlin  “said  that  he  had  briefly  em¬ 
ployed  one  suspect  who  had  refused 
to  testify  before  the  grand  jury.  ‘I’ve 
never  even  sampled  marijuana,  nor 
been  approached  (for  drug  pur¬ 
chases).  This  couldn’t  in  the  least  be 
based  in  fact,'  Van  Deerlin  swore.” 

On  May  11,  Anderson  wrote 
another  column  that  also  contained  a 

Lig  charge  pieces 

ressman  shouid 
ms  this  spring 

reference  to  Van  Deerlin’s  possible 
innocence.  It  stated,  “All  (nine)  have 
denied  any  guilt;  none  have  even  been 
indicted;  all  are  innocent  until  a  jury 
convicts  them.  Some  of  them,  parti¬ 
cularly  Rep.  Charles  Wilson,  D-Tex., 
and  ex-Rep.  Lionel  Van  Deerlin,  D- 
Calif.,  have  made  convincing  state¬ 
ments  of  their  innocence  .  .  .  .” 

Anderson  added  in  the  May  1 1 
piece  that  a  major  reason  why  he  had 
published  the  names  of  the  nine  ac¬ 
cused  was  that  the  names  were 
already  being  leaked  to  the  public. 

David  Hendin,  senior  vice  presi¬ 
dent  and  editorial  director  of  United 
Feature  Syndicate,  which  distributes 
the  Anderson  column  to  about  9(K) 
newspapers,  told  E&P  that  he  stood 
by  the  accuracy  of  Anderson  and  his 
staff. 

“He  is  a  very  controversial  repor¬ 
ter,  but  1  have  looked  into  many  com¬ 
plaints  about  him — some  from  sitting 
presidents — and  his  stuff  has  always 
stood  up,”  Hendin  said. 

Older  population  feaU 

“On  Aging,”  a  weekly  question- 
and-answer  column  from  the  Wash¬ 
ington  Post  Writers  Group,  will  begin 
syndication  the  first  of  the  year. 

“The  purpose  of  the  column  is  to 
provide  older  people,  their  families 
and  concerned  others  with 
information  on  aging  issues  .  .  .  ,” 

Lire  beginning  in  1984 

said  Elyse  Salend,  deputy  director  of 
the  UCLA/USC  Long  Term  Care 
Gerontology  Center  in  Los  Angeles. 
Specialists  from  the  center  will  be 
writing  “On  Aging.” 

America’s  over-65  population  grew 
from  4%  in  1900  to  10.3%  in  1975,  and 
will  reach  an  estimated  15%  in  2(KX). 

Post  temporarily  disc 

The  Washinfiton  Post  has  tempo¬ 
rarily  dropped  Jerry  Scott’s  “Nancy” 
(United  Feature  Syndicate)  and  Bill 
Schorr’s  “Conrad”  (Tribune  Com¬ 
pany  Syndicate)  from  its  three  daily 
comics  pages  to  create  more  room  for 
its  “Bob  Levey’s  Washington”  col- 

continues  two  comics 

umn. 

Levey  requires  additional  space 
when  he  writes  about  the  annual  Chil¬ 
dren’s  Hospital  fund-raising  drive. 

Post  spokesperson  Ann  Dixon  said 
the  two  strips  will  probably  return  in 
about  three  months  or  so. 
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Was  this  'Beetle  Bailey'  strip  from  last  month  sexist? 


Daily  axes  ‘Beetle’  felt  to  be  sexist 

Coloradoan  reinstates  strip  next  day 


A  “Beetle  Bailey”  strip  showing  a 
miniskirt-clad  Miss  Buxley  slipping  to 
the  floor  was  dropped  by  a  small  Col¬ 
orado  daily  last  month. 

The  Fort  Collins  Coloradoan 
became  the  latest  of  several  newspap¬ 
ers  to  drop  a  Miss  Buxley  episode  in 
the  past  few  years.  But  King  Features 
Syndicate  comics  editor  Bill  Yates 
said  he  knows  of  no  other  papers  that 
dropped  the  strip  on  Wednesday, 
November  16. 

That  day,  Coloradoan  associate 
editor  John  Feeley  explained  to  read¬ 
ers  in  a  brief  note  in  the  paper  that  the 
strip  was  not  appearing  “because  of 
its  sexist  nature.  The  comic  depicted  a 
woman  in  a  demeaning  manner. 
‘Beetle  Bailey’  will  return  to  the  com¬ 
ic  page  on  Thursday.” 

Feeley  was  unavailable  for  further 
comment  earlier  this  week. 

Walker,  in  reacting  to  the  Col¬ 
oradoan's  action,  said  he  has  “fun 
with  women”  just  like  he  has  “fun 
with  men”  in  the  strip — noting  that 
men  could  be  insulted  by  the  way  he 


shows  Beetle  to  be  “lazy”  and  Gener¬ 
al  Halftrack  to  be  “stupid.” 

He  and  Yates  stated  that  editors 
don’t  seem  to  be  as  concerned  with 
other  parts  of  newspapers  that  con¬ 
tain  suggestive  advice  columns, 
photos,  ads,  etc. 

“1  don’t  know  why  they  feel  they 
have  to  censor  comics,”  declared 
Walker.  He  said  editors  “probably 
feel  comics  are  for  kids,”  but  noted 
that  comics  in  fact  have  a  huge  adult 
audience. 

Yates  acknowledged  that  the 
November  16  strip  may  have  been  “a 
little  harsh,”  but  said  he  didn’t  think  it 
deserved  to  be  pulled.  He  noted  that 
at  least  five  newspapers  since  around 
1980  have  held  reader  polls  about 
Miss  Buxley-related  gags,  with  a  huge 
majority  in  each  of  the  surveys  voting 
to  keep  them. 

“The  readers  felt  they  should  be  the 
judge  of  whether  (the  Miss  Buxley- 
related  gags)  were  sexist  or  not,”  said 
Yates.  “Otherwise,  they  felt  it  was 
censorship.” 

— David  Astor 


Literary  Guild  offers  hardcover  ‘Cathy’  title 


The  Literary  Guild  book  club  has 
made  available  to  its  members  The 
Collected  Cathy,  a  hardcover  volume 
that  combines  cartoonist  Cathy 
Guisewite’s  A  Mouthful  of  Breath 
Mints  and  No  One  to  Kiss  and 
Another  Saturday  Nif;ht  of  Wild  and 
Reckless  Abandon. 

Editor  Marlene  Connor  said  the 
Guild  decided  to  repackage  the 
book — based  on  the  comic  distributed 
by  Universal  Press  Syndicate — 
because  the  club  felt  Cathy  “has  re¬ 


placed  Mary  Tyler  Moore  as  the 
spokeswoman  for  the  upwardly- 
mobile,  single,  career-minded  woman 
of  the  eighties.”  Connor  added, 
“She’s  funny  enough  to  make  you 
laugh,  but  subtle  enough  to  make  you 
think,  too.” 

In  a  related  development,  the  Anti¬ 
och  Publishing  Company  of  Yellow 
Springs,  Ohio,  has  been  signed  to 
manufacture  and  sell  bookplates  and 
tassled  bookmarks  based  on 
“Cathy.” 


‘Spider-Man’  cartoonist  Stan  Lee  appears  on  tv 


Stan  Lee ,  creator  of  ‘ 'The  Amazing  1 
Spider-Man”  comic  strip  distributed 
by  the  Register  and  Tribune  Syndicate 
(E&P,  August  6),  has  been  making 
several  tv  appearances  lately. 

He  was  a  guest  on  both  Thicke  of 


1  the  Night  and  Front  Line  Video  (the 
latter  aired  by  ABC  affiliate  KGO-TV 
in  San  Francisco).  And  Lee  will 
appear  December  4  on  Prime  Time,  a 
quarterly  special  on  CBS  affiliate 
KFMB-TV  in  San  Diego. 


Announcing 
a  new 
weekly 
column: 

On  Aging 

Beginning  Sunday, 
lanuary  1 


Authoritative  advice 
from  a  renowned 
research  facility 

Every  institution  in  the  country  to¬ 
day  reflects  the  demographic  gray¬ 
ing  of  America,  and  newspapers 
should,  too.  In  its  On  Aging 
question-and-answer  column,  the 
UCLA/USC  Long  Term  Care  Ger¬ 
ontology  Center  now  makes  its  ro¬ 
ster  of  noted  specialists  available 
for  questions  of  interest  to  your 
older  audience  and  those  con¬ 
cerned  about  them — questions  on 
health,  finances,  travel.  Social  Se¬ 
curity,  age  discrimination,  relation¬ 
ships,  etc.  And  your  older  readers 
really  read  newspapers! 

For  rates  and  availability,  please  call  collect 
or  write  Al  Leeds,  (202)  334-7131.  The 
Washington  Post  Writers  Group,  Washing¬ 
ton,  D.C.  20071. 
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BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


Classified  Advertising 


ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

INVESTOR(S)  with  $10,000-$15,000 
needed  for  recently  organized  com¬ 
munications  company  in  southeast. 
Excellent  opportunity  for  investor 
participation.  Replies  confidential.  Box 
6614,  Editor  &  Publisher. 


RENT-A-NEWSPAPER.  Be  the  editor  of  j 
a  real  Hollywood  newspaper  in  your  area. 
Be  a  sponsor  and  share  in  the  profits. 
The  five  year  old  Los  Angeles  Globe  will  ; 
be  shipped  to  you  weekly,  bi-weekly  or  ' 
monthly  as  a  3000  run-ten  page-  i 
standard  size  family  newspaper.  An  easy 
way  for  you  the  entrepreneur  to  be  an 
instant  editor  of  a  paper  you  help  pub-  j 
lish.  Call  (213)  461-6046  or  write  for  ' 
brochure  to:  Los  Angeles  Globe,  6541  I 
Hollywood  Blvd,  Hollywood  CA  90028.  1 
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DEADLINE 

CHANGES 

For  the  December  24. 1983 
issue,  deadline  is: 

Friday,  December  16. 
1983 

12:00  Noon,  EST 
For  the  December  31. 1983 
issue,  deadline  is: 

Monday,  December 
26, 1983 

12:00  Noon,  EST 

E&P  CLASSIFIEDS 
(212)  752-7050 


FEATURES  AVAILABLE 

AUTOMOTIVE 

MOVIE  REVIEWS 

DEAR  ABBY-type  Question  &  Answer  | 
column  solves  readers'  automobile  pro¬ 
blems,  boosts  ads.  For  sample,  rates:  1 
CAR  CARE  HOTLINE,  286  Garfield 
Place,  Brooklyn  NY  11215. 

MINI  REVIEWS  (Cartoon  illustrated). 
Great  for  weekend  section  or  entertain¬ 
ment  pages.  Camera  ready.  Star  photos. 
Our  9th  year.  Cineman  Syndicate,  7 
Charles  Court,  Middletown  NY  10940; 
(914)  692-4572. 

BUSINESS 

POLITICAL  COLUMNS 

BUSINESS  AND  TECHNOLOGY 
Localized  Business  Page  News-Features 
(215)  862-5498 

TWICE  WEEKLY  colummn  on  national  as 
well  as  international  events  ranging  from 
the  Federal  Reserve  System  to  the 
judicial  system.  Phil  Brewer's  Spotlight 
puts  the  "spotlight"  on  national,  state 
and  local  events  that  has  attracted  wide 
reader  interest  and  built  circulation  for 
the  past  twelve  years  for  newspapers.  For 
FREE  samples  and  rates  write  Phil  Brew¬ 
er,  Public  Relations,  3701  SW  62  Av, 
Miami  FL  33155;  (305)  667-3032, 

ENTERTAINMENT 

CELEBRITY  INTERVIEWS,  movie  re¬ 
views,  "Around  Entertainment"  with 
photos.  Our  12th  year.  International 
Photo  News,  Box  2405,  West  Palm 
Beach  FL  33402, 

GENERAL 

PUZZLES 

DAILY  color  comic  strips.  Dickson- 
Bennett,  1324  North  3rd  St,  St  Joseph 
MO  64501;  (816)  279-9315. 

BEST  PUZZLES,  Word  Games  and  more. 

LA  Features,  2396  Coolidge  Way,  Ran¬ 
cho  Cordova  CA  95670, 

MAKE  MONEY  AT  HOME!  BE  FLOODED 
WITH  OFFERS!  DETAILS-rush  stamped 
addressed  envelope:  E.B.C..  Dept.  A, 
12746  Pacific  Av  9,  Los  Angeles  CA 
90066. 

RECIPES 

"VEGETARIAN  COOKING"  Text,  recipes 
by  leading  natural  foods  cook/author. 
Weekly,  Great  value.  PO  Box  570,  Oak 
Park  IL  60303;  (312)  848-8120. 

ST.  LOUIS  GLOBE  DEMOCRAT  weekly 
columnist  seeking  new  outlets  and  syn¬ 
dicate  agency.  Humorous/serious  col¬ 
umns  telling  the  truth  about  senior 
citizenry.  Don't  feel  sorry  for  us-we  oldst¬ 
ers  are  the  smartest,  wealthiest,  happi¬ 
est  and  healthiest  of  all  age  groups.  The 
young  love  my  column  so  much  that  they 
hurry  to  get  older.  1  dare  you  to  try  my 
column  for  3  months-money  back 
guarantee.  Rates-what  you  can  afford- 
you  set  it-l  don't  need  the  money-1 'm  a 
senior  citizen.  Samples  on  request. 

RELIGION 

COMPLETE  RELIGIOUS  news  service, 
optional  columns  and  cartoon.  Rates 
and  samples.  Publishers'  News  Sen/ice, 
1215  E.  Missouri,  Suite  C,  Phoenix  AZ 
85014;  (602)  246-9600. 

TAXES 

Joseph  Schwartz,  5404  Gentry  Av, 
North  Hollywood  CA  91607;  (213)  985- 
8548. 

FARM  TAXES,  acclaimed  nine-year-old 
[weekly  feature  by  Mark  E.  Battersby, 

1  Rates  and  tearsheets  available  from: 

!  Cricket,  Box  527,  Ardmore  PA  19003. 

1 

j 

HUMOR 

WEEKLY  COLUMN.  Skoglund  Features, 
1600  Oceanside  Dr,  Ste  400,  St  George 
ME  04857;  (207)  372-8052. 

i  WINE 

!  ENJOYING  WINE— Weekly  column  by 
best-selling  novelisLTV  personality  Paul 
Gillette.  Free  samples-Suite  300B, 
6515  Sunset,  Los  Angeles  CA  90028; 
(213)  461-9437. 

1 

MONEY 

"MORE  FOR  YOUR  MONEY"— Proven 
weekly  column  and  fillers  of  money  sav¬ 
ing  consumer  news.  Mike  LeFan,  1802 
S  13th,  Temple  TX  76501. 

ANNOUNCEMENTS 
NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISALS  for  estate 
planning,  tax,  partnership,  loan, 
depreciation,  insurance,  corporate  and 
personal  worth.  Sensible  fees.  Brochure. 
Krehbiel-Bolitho,  Inc.,  Robert  N. 
Bolitho,  PO  Box  7133,  Shawnee  Mission 
KS  66207. 


ANNOUNCEMENTS 
NEWSPAPER  BROKERS 


MEL  HODELL,  Newspaper  Broker, 
PO  Box  2277,  Montclair  CA  91763 
(714)  626-6440 


To  Purchase  or  Sell  a  Newspaper 
JAMES  A.  MARTIN  ASSOCIATES 
Call  Day  or  Night;  (614)  889-9747 
3061  Cranston  Dr,  Dublin  OH  43017 


NEWSPAPER  BROKERS 

Appraisals,  Mergers,  Sales. 

No  Charge  for  Consultation. 
WHITE  NEWSPAPER  SERVICE 
James  W.R.  White 
Box  109,  McMinnville  TN  37110 
(615)  473-2104  or  473-3715, 


Above  Average 
PERFORMANCE 

SYD  S.  GOULD  ASSOCIATES,  Inc, 
Rte  1,  Box  146,  Theodore  AL  36582 
(205)  973-1653 

BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  quality 
daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or  pur¬ 
chase  of  a  property,  you  should  call 
(813)  733-8053  daytime;  (813)  446- 
0871  nights:  or  write  Box  3364, 
Clearwater  Beach  FL  33515.  No  obliga¬ 
tion,  of  course. 


NEWSPAPER  CONSULTANTS 


CREDIT  OR  COLLECTION  PROBLEMS 
Call  Walker 
(509)  248-6910 


PROVEN  DESIGN,  advice,  for  better 
news  packaging,  layout,  photo  use  and 
graphics.  For  information:  David  Owens 
Design,  PO  Box  68311,  Portland  OR 
97268. 


8R0KERS  and  CONSULTANTS 
i  for  the  purchase  and  sale  of 
'  WEEKLY  AND  DAILY  NEWSPAPERS 
W  B  GRIMES  &  CO,  INC 
1511  K  St.  NW 
Washington  DC  20005 
(202)  NAtional  8-1133 


Brokers  You  Can  Trust 
Nationwide  Service 

WAYNE  CHANCEY 
CONSULTANTS/INVESTORS 

PO  Box  86,  Headland  AL  36345 
Wayne  Chancey  (205)  693-2619 

Jim  Hall  (205)  566-7198 


Pacific  NW  Newspaper  Associates 
Rod  Whitesmith,  (206)  892-7196 
Box  4487,  Vancouver  WA  98662 


ROY  HOLDING  &  ASSOCIATES 
Newspapers  Our  Only  Business 
•Brokers  -Appraisers 

PO  Box  212,  Galva,  IL  61434 
Phone  (309)  932-2270 
Roy  Holding  Dave  Kramer 

(309)  879-2412  (217)  784-4736 

KREHBIEL-BOLITHO,  INC 
Brokers-Appraisers-Consultants 
Over  550  Newspaper  Sales 
ROBERT  N.  BOLITHO 
PO  Box  7133,  Shawnee  Mission  KS 
66207,  Office:  (913)  381-8280 

I  HAVE  BUYERS 

for  established  profitable  Mid-Atlantic 
newspapers  200  thousand  gross  or  bet¬ 
ter.  Edwin  0  Meyer,  Broker,  7200  Her¬ 
mitage  Rd,  Richmond  VA  23228;  (804) 
266-1522. 


JIMMY  CROWE 

CONFIDENTIAL  NEGOTIATIONS 
Specializing  in  the  best  Southern  mar¬ 
kets.  1 14  Wickersham  Dr,  Savannah  GA 
31411;  (912)  598-0931,  day  or  night. 


ATTENTION!!! 

1983-1984 
JOURNALISM 
SCHOOL  GRADUATES 

Editor  &  Publisher  extends  to 
you,  as  a  graduation  gift,  one 
free  insertion  in  the  Positions 
Wanted  Section  of  its 
December  31,  1983  issue.  As 
an  added  bonus,  if  you  run  your 
ad  one  more  time  you  will  only 
be  charged  the  two  time  rate  of 
$2.50  per  line  for  the  second 
ad.  If  you  run  your  ad  two  more 
times  you  will  be  charged  the 
three  time  rate  of  $2.25  per  line 
for  the  second  and  third  issues, 
and  if  you  run  your  ad  three 
more  times  you  will  be  charged 
the  four  time  rate  of  $2.00  per 
line  for  each  of  the  last  three 
issues. 

Whether  or  not  you  take 
advantage  of  the  multiple  rate 
discount,  your  ad  in  our 
December  31,  1983  issue  is 
free. 

—GUIDELINES— 

1 .  Ads  must  not  exceed  7  lines 
(37  characters  per  line).  We  re¬ 
serve  the  right  to  edit  copy  to  fit 
space  requirements. 

2.  Use  of  E&P  box  numbers  will 
not  be  accepted. 

3.  Journalism  school  and 
graduation  date  must  be  speci¬ 
fied  to  E&P  (but  not  necessarily 
in  ad  copy). 

4.  All  ads  must  be  MAILED  to 
E&P  with  prepayment  en¬ 
closed  for  additional  insertions. 
No  telephone  calls,  please. 

5.  Deadline:  December  9, 
1983. 

Editor  &  Publisher  would  like  to 
welcome  you  into  the  wonderful 
world  of  journalism! 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 


ONLY  NEWS  &  advertising  media  for  i 
Carolina  County.  Paid  circulation  1900. 
Profitable  operation.  $125, 000/terms. 
Includes  real  estate.  (803)  681-5252. 
R.A.  MARSHALL  &  COMPANY,  MEDIA 
INVESTMENT  ANALYSTS  &  BROKERS. 
508A  PINELAND  MALL  OFFICE  CEN¬ 
TER,  HILTON  HEAD  ISLAND  SC  I 
29928.  I 


Outstanding  UTAH  Weekly 
County  paper,  $400,000  gross,  4650 
paid.  Lot  of  oil  activity.  4-unit  press, 
other  papers  being  printed,  job  printing. 
With/without  5000  square  foot  building. 
Sell  for  about  gross,  owner  financed  at 
10%.  Contact:  Agent,  Box  1036,  Price 
UT  84501. 


WEEKLY— lOOG  gross,  in  rural  moun¬ 
tains  of  Pennsylvania.  Will  sell  only  to 
lovers  of  journalism.  Willing  to  finance  in 
part  to  right  person.  Reply  Box  6519, 
Editor  &  Publisher. 


NORTHERN  NEVADA  prize  winning 
county  seat  adjudicated  weekly,  1500  . 
circulation,  $125,000  gross,  asking  i 
$125,000.  David  Shire,  PO  Box  704,  , 
Battle  Mtn  NV  89820.  ' 


NORTHWEST  i 

Two  publications;  Established  1800 
weekly:  area  farm  bi-weekly.  Each  gross 
$38,000.  Great  place  to  live.  Small 
town  close  to  city,  skiing,  beaches. 
$100,000;  $2O,0OO  down,  balance 
10%.  Box  6624.  Editor  &  Publisher. 


105  YEAR  OLD  Ohio  weekly.  100  miles 
north  of  Columbus.  No  compete.  3000 
paid  circulation.  Growing  community. 
Owner  financing  possible.  Write  JAMA, 
PO  Box  20533,  (iolumbus  OH  43220. 


ESTABLISHED  WEEKLY  in  fast¬ 
growing.  historic  community  on  Florida's 
Atlantic  Coast.  Tremendous  potential. 
Priced  to  sell  by  owners  with  other  com¬ 
mitments.  $45,000  fully-equipped. 
$20,000  without  equipment.  Box 
6642,  Editor  &  Publisher, 


ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

FIRST  $25,000  cash  gets  this  $52,000 
gross  central  North  Carolina  weekly.  Tom 
or  Jean  Boney;  (919)  228-7851. 


NEWSPAPERS  WANTED 


CALIFORNIA  COAST  WEEKLY  wanted 
by  owner-publisher.  Prefer  coastal  or 
mountain  area  in  California.  Gross  of 
$150,000  to  $400,000.  Strong  buyer. 
Call;  (218)  879-9353  or  write  1651  Air¬ 
port  Road,  Cloquet  MN  55720. 


DAILY:  9000 -I-  circulation  in  non-metro  ' 
area,  sought  by  financially  sound  news¬ 
paper  owner.  Box  6333,  Editor  &  Pub-  j 
lisher.  I 


I  RESPECTED  family  owned  daily  news- 
,  paper  publisher  wants  to  buy  small  daily-  j 
weekjy-shopper  publication  in  New  Eng-  I 
land/Zone  1 .  Cash  or  terms  can  be  work-  i 
ed  out.  Reply  in  complete  confidence  to 
Box  6590,  Editor  &  Publisher.  | 


WE  WANT  to  purchase  a  weekly  news-  . 
paper  or  shopper  or  tv  magazine  in  Ohio ,  | 
Indiana,  or  Southern  Michigan.  Replies  ' 
held  confidential.  Box  6265,  Editor  &  ' 
Publisher.  ! 


PUBLICATIONS  AVAILABLE 


"HOW  TO  MAKE  $100,000  A  Year 
publishing  Newsletters.”  Free  details. 
Box  34312,  Betheseda  MD  20817. 


PUBUCATIONS  FOR  SALE 


THE  BIG  BEAN— Young,  growing, 
established,  tabloid  shopper  serving 
affluent  bedrooms  of  Boston  ready  for 
absorption-$350,000.  Owner  finance. 
Box  73,  Hardwick  MA  01037. 


!  WEEKLY  TV  Tabloid/Shopper,  over  12 
I  years  in  growing  Zone  4  city.  Gross  over 
$180K,  one  third  net.  Fresh  manage- 
i  ment  can  do  much  more.  Composition 
i  equipment  only.  $135,000  cash.  Box 
6602,  Editor  &  Publisher. 


CLASSIFIED  ADVERTISING  RATES 

Effective  January  1,  1983 

LINE  ADS  POSITIONS  WANTED 

1  week  — $4.50  per  line.  1  week  —$3.00  per  line. 

2  weeks — M.OO  per  line,  per  Issue  2  weeks— $2.50  per  line,  per  Issue. 

3  weeks — $3.40  per  line,  per  Issue  3  weeks — $2.25  per  line,  per  Issue. 

4  weeks — $2.80  per  line,  per  issue  4  weeks — $2.00  per  line,  per  Issue. 

Add  $4.50  per  Insertion  for  box  service.  Add  $3.00  per  Insertion  for  box  servicp. 
count  as  an  additional  line  In  copy  count  as  an  additional  line  In  copy. 

Count  approximately  37  characters  and/or  spaces  per  line. 

3  lines  minimum  (no  abbreviations). 

DEADLINE:  Every  Tuesday,  2  pm  (EST) 
for  Saturday's  issue. 

Payment  must  accompany  all  Positions  Wanted, 

Features  Available  and  Announcement  ads. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface  type,  cuts  or  other  decorations,  changes 
your  classified  ad  to  display.  The  rates  for  display-classified  are:  1 
time-$70  per  column  inch;  2  or  more  times-$65  per  column  inch. 

DEADLINE:  8  days  prior  to  publication  date. 


Contract  rates  available  on  request. 

Box  number  responses  are  mailed  each  day  as  they  are  received. 


Editpr  &  PublitlMr 

575  Lexington  Av,  NY,  NY  10022.  (212)  752-7050. 


INDUSTRY  SERVICES 


CONSULTANTS 


MANAGEMENT  CONSULTANT 
Specializing  in  Shoppers  Guides,  over 
10  years  hands  on  experience  as  Vice 
President  and  General  Manager  in  all 
departments.  Fee  plus  expenses  for  pre¬ 
liminary  sunrey.  A.  Bellefond,  200  US  1 
Lake  Park  FL  33403;  (305)  848-2805 


MARKETING  i 
READERSHIP  RESEARCH 


WE'RE  IMPROVING  AD  REVENUE 
THROUGH  MARKET  RESEARCH 

The  first  goal  of  a  market  research  com¬ 
pany  is  to  provide  its  clients  with 
accurate  readership  research.  OMNI¬ 
RESEARCH  believes  the  role  of  a  news¬ 
paper  research  firm  doesn't  end  there. 
For  each  of  our  clients,  we  create  a 
unique  competitive  edge  that  results  in 
improved  ad  lineage  from  their  advertis¬ 
ing  base. 

We  aim  to  become  part  of  your  manage¬ 
ment  team.  From  our  presentations  to 
top  management,  to  our  sales  seminars 
with  your  sales  force,  we  work  to  make 
your  research  data  a  useful  and  profit¬ 
able  tool. 

We  welcome  the  opportunity  to  show  you 
just  how  profitable,  productive  and 
affordable  research  can  be.  Call  our 
Director  of  Newspaper  Research,  Jack 
Brodbeck  collect,  at  (305)  746-3335. 

OMNI-RESEARCH 


I  E  &  P  Classifieds — 

j  effective  in  the  newspaper  community  as  your  newspaper’s  classi- 
\  fieds  are  in  your  community. 


CLASSIFIED  ADVERTISING 

Order  Blank 

Name 

Company 

nity 

Rtatn  7ip 

Copy - 

ANNOUNCEMENTS 


SHOPPING  GUIDES 


ADVERTORIAL 

100  copies  of  actual  'editorial'  ads.  Use 
as  spec's  and/or  guides  customize  to 
your  accounts.  Also  dozens  of  sample 
advertorial  pages.  Send  $100  to  Estil 
Cradick,  950  Parkwood  Dr,  Dunedin  FL 
33528. 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 


MARKETING  PAPERS  for  the  80’s  to  ' 
survive  through  the  90’s  and  beyond.  , 
From  carrier  to  mail  with  expertise 
in  .  .  .Renewal  systems  in  advance 
carrier  and  mail  programs  .  .  .Phone 
and  crew  solicitations  .  .  .  Voluntary  . 
paid  and  other  conversion  pro-  I 
grams  .  .  .Promotions,  single  copy  i 
sales,  MBO  and  financial  man- I 
agement  .  .  .Personnel  development 
and  specialized  training  .  .  .  and  ' 
much,  much  more. 

Call  Kevin  S.  Pappert,  (313)  683-2963  ! 
Circulation  Consultant  for  Newspapers  ! 


SPECIALIZING  in  home  delivery  sales. 
Proven  program  with  results.  Will  i 
implement  within  your  organization.  : 
Qualifications  upon  reply.  Sam;  (213)  j 
I  823-6393.  ] 
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INDUSTRY  SERVICES 
CIRCULATION  SERVICES 


EQUIPMENT  &  SUPPLIES 
MAILROOM 


EQUIPMENT  &  SUPPLIES 
PHOTOTYPESETTING 


EQUIPMENT  &  SUPPLIES 
PHOTOTYPESETTING 


LEVIS  SALES  SELLS!  The  finest  quality 
new  home  delivery  customers  via  tele¬ 
phone  sales  and  boy  crews,  national  re¬ 
ferences,  for  action  call;  (201)  966- 
5250. 


HAVE  YOUR  PUBLICATION  distributed 
throughout  the  New  York  metro  area.  We 
offer  extensive  coverage  to  retail  outlets, 
daily,  weekly  or  monthly.  Call  or  write: 
Pelham  News  Co.,  3256  Bruner  Av, 
Bronx  NY  10469,  Attn:  Mr.  Vincent 
Orlando. 

EQUIPMENT 
&  SUPPLIES 


CAMERA  &  DARKROOM 


SQUeeze  Lenses,  new  and  trade 
ins.  .  . 

Manufacturer/Specialists  since  1968 
New,  super  designs  surpass  all 
VARIABLE  OR  FIXED,  2  to  25% 

CK  Optical  (213)  372-0372 

Box  1067,  Redondo  Beach  CA  90278 


COMPUTER  SOFTWARE 


ADMANAGER 
(formerly  ADmaster) 
Established,  powerful,  versatile,  user 
friendly,  ADmanager  is  a  newspaper 
advertising  scheduling,  billing,  and 
sales  reporting  software  system  for 
microcomputers.  It  runs  on  Apple  or  CP/ 
M.  Complete  hardware/sottware  package 
available.  Write  or  call  for  brochure  and 
report  package.  Sunlight  Software,  PO 
Box  100,  Forestville  CA  95436;  (707) 
887-7141. 


AD/SYSTEM  390 

The  professional  system  for  advertising 
scheduling,  billing  and  reporting  for 
dailies  and  weeklies.  Third  generation 
software;  runs  on  most  microcomputers. 
Software  available  alone  or  with  com¬ 
plete  installed  system.  Free  sample  re¬ 
ports.  Pacific  Sun  Computer  Systems, 
Box  5553,  Mill  Valley  CA  94942;  (415) 
383-4500. 


BILLING  SOFTWARE  j 

Designed  by  a  publisher  for  ease  of  j 
operation  by  non-computer  users.  Prints  | 
Journals,  Bills,  Aging  and  many  unique  ^ 
Sales  Reports.  Single  or  Multi-Zone  ver-  | 
sions  available  to  run  on  Tandy/Radio-  i 
Shack  computers.  Call  or  write  for  sam-  I 
pie  reports.  Publisher  Control  Systems,  I 
223  West  Fifth  Street,  Shawano  Wl  i 
54166,  Jim  Sutton  or  Steve  Kuckuck;  j 
(715)  526-6547. 


CIRCULATI0N-$1195 
Software  for  TRS80III  &  4.  Does  it  all. 
Demo  disk,  $50,  refundable,  500  to  | 
30,000  circulation.  1  or  more  papers,  ; 
sub-non-sub.  For  information  write: 
BURCO  Systems,  Inc.,  PO  Box  68,  Grid-  i 
ley  CA  95948.  (AMICO  software  dis-  ! 
tributors);  (916)  846-3661.  i 


COMPUTERS 


COMPUTER  NEEDED -non  profit! 
association  and  museum  needs  donation  I 
of  small  computer  system.  Tax  i 
deductable.  Box  5811,  Editor  &  Pub-  I 
lisher.  I 


RADIO  SHACK  2-disk  expansion  for  j 
Model  II.  Triple  your  online  capacity.  2 
years  old,  like  new;  maintained  under 
sen/ice  contract.  $600  +  shipping.  Call 
Eric  Jacobs;  (215)  898-6581. 


'  CUTLER-HAMMER  conveyorsand  spare 
i  parts.  Also  new  Crabtree  conveyors  and 
I  spare  parts. 

I  Rollertop  conveyors,  all  sizes 
i  Bottom  wrappers 
'  Sta-Hi  251  stackers 
i  Cutler  Hammer,  I,  II,  III  Stackers 
i  Baldwin  Count-O-Veyors  104A’s 
I  Truck  Loaders 
I  Sheridan  48P 
45°  and  90°  Floor  Curves 

NORTHEAST  INDUSTRIES 
I  (213)  256-4791 


(2)  ELLIOTT  Addressing  Machines, 

I  Model  200  Dry  Stencil  type.  Separate  or 
together  (Make  Offer).  (Jail;  (409)  564- 
I  8361,  Ext.  201, 


i  FOR  SALE: 

1  CUTLER-HAMMER  MARK  II  Counter- 
Stacker  with  star-wheel  counter.  Runs 
'  good-available  immediately-excellent 
I  tor  spare  parts-$1200.  Marc  W. 

'  Anthony-Star-Herald  Publishing  Com¬ 
pany,  Scottsbiuff  NB  69361;  (308) 
!  632-0670. 


GOOD  RECONDITIONED  Cheshire  and 
Magnacraft  labeling  machines  with  sing¬ 
le  and  multiwide  label  heads  and  quarter 
folders.  Call  Scott  or  Ed  Heisley;  (800) 
527-1668  or  (214)  357-0196. 


KANSA  INSERTER  with  6  stations,  full 
warranty,  installation  and  training  also 
provided.  Reply  to  Graphic  Management 
Associates,  Inc;  (617)  481-8562. 


MULLER  227  Inserter  with  5  stations  in 
excellent  condition  and  available 
immediately  with  full  warranty. 
Installation  and  training  also  provided. 
Reply  to  Graphic  Management  Associ¬ 
ates,  Inc;  (617)  481-8562. 


4-STATION  Stepper  Paper  Man  inserter 
with  'A  folder.  Raymond  WA;  (206)  942- 
3466. 


W*  move  machinery! 
E&P  CLASSIFIEDS 
(212)  752-7053 


MISCELLANEOUS 


FOR  SALE 

1946  Clark  4000  pound  electric  lift 
truck  with  paper  roll  clamp  &  charger  in- 
worki  ng  condition,  1  year  old  36  volt 
battery,  $2000.  Box  6613,  Editor  & 
Publisher. 


NEWSPRINT 


30  LB  NEWSPRINT  ROLLS  all  sizes 
BEHRENS  Pulp  &  Paper  Corp 
3305  W  Warner,  Santa  Ana  CA  92704 
(714)  556-7130 


PHOTOTYPESEUING 


COMPUGRAPHIC  ACM  9000  HR  with 
DEK,  Parts  Kit,  10  strips,  $1250;  CG 
UNITERM  with  Scroll,  $675,  CG 
UNIFIED  COMPOSER,  $2250.  Bob 
Weber;  (216)  831-0480. 


AM,  CG  TYPESETTERS.  Reconditioned, 
Trades  OK.  Strips,  Parts  Kits.  All 
Guaranteed.  WSI;  (216)  729-2858. 


LINOTRON  202  updated  to  Model  N,  4 
years,  $32,500;  AUTOLOGIC  APS  5, 
upgradeable,  $50,000;  ECRM  5200 
OCR,  Interfaced  to  COMPEDIT  and  TRS 
80  II,  1  year,  low  use,  $9600.  Guaran¬ 
teed.  Bob  Weber;  (216)  831-0480. 


CG  UNISETTER  HR— 6-72  point,  for¬ 
mat  option.  Direct  entry  keyboard. 
Excellent  condition.  Can  be  interfaced  to 
classified  ad  terminal  and  printer  by  us. 
Graph-X,  Inc,  17  Bucknell  Court, 
Bethlehem  PA  18015;  (215)  867- 
2002. 


PHOTON  MARK  II,  (2  available),  $675 
each;  PACESETTER  MARK  I,  or  II, 
$500;  MVP  I,  with  Dual  Disk  Option, 
$5000.  Guaranteed.  Bob  Weber;  (216) 
831-0480. 


COMPUGRAPHIC 

7900  HR,  $7500;  2750  HR  Editwriter, 
$4800.  (3)  1750  HR  Editwriters  at 
$3500  each.  All  machines  under  service 
contract.  PACKAGE  DEAL-AII  five 
pieces  $21,500  with  lots  of  film  strips. 
Contact  Bob  at  Jenison  Printing  Co, 
7595  School  St,  Jenison  Ml  49428; 
(616)  457-1120. 


TRENDSETTER  812  HR,  2  Strips, 
$7500;  UNISEHER  HR,  DEK,  4  years, 
PMA,  Church  Weekly,  $9250;  CG 
UNITERM  with  Scroll,  $675.  Guaran¬ 
teed.  Bob  Weber;  (216)  831-0480. 


FOR  SALE 

Compugraphic  Advantage  II  with  FDR 
and  IF.  $15,000  or  best  offer.  Call  (313) 
455-3241. 


COMPUGRAPHIC  REPLACEMENT  CIR- 
CUIT  BOARDS  for  Comp  IV's  and 
Editwriter  family  40%  off  CG  price.  New 
5Vi”  disc  drive  for  MDT  350  also  40% 
off.  Durographic  paper3, 4&8",  also 6” 
RC  50%  off,  everything  fully  guaran¬ 
teed,  Bob  Weber;  (216)  831-0480. 


FOR  SALE:  Harris  2200  and  3  VDTs. 
Release  4  mod.  Call  between  12-6  p.m. 
(201)  265-2448. 


EDIT  1750  Rev  C,  3  years,  $2500; 
UNIFIED  COMPOSER,  Interface  and 
Scroll  Option,  $2500;  UNIFIED  COM¬ 
POSER,  Many  Options,  505  Preview,  4 
years,  PMA  (corporate  ad  department), 
$5000.  Guaranteed.  Bob  Weber;  (216) 
831-0480. 


2  COMPUGRAPHIC  9000's,  20  fonts, 
$1500  for  both  or  best  offer,  1  MDR, 
$1500  or  best  offer.  (608)  493-2291. 


USED  TYPESETTING  EQUIPMENT 

Cameras . Platemakers 

Nationwide  Brokers-10%  Sales  Com¬ 
mission.  We  remove  the  risk  when  buy¬ 
ing  or  selling  between  individuals. 

Bob  Weber,  (216)  831-0480 


NATIONAL  GRAPHIC  ARTS 
EQUIPMENT  BROKERS 
THE  DAVID  JOHN  COMPANY 
AM  Varityper,  Autologic, 
Compugraphic,  EEText,  IBM, 
Itek,  Mergenthaler,  VGC 
"Sell  for  the  most,  buy  for  the  least" 
7%  Selling  Commission... 

Financing  Available 
All  Equipment  Guaranteed 
(216)  562-3750 


USED  COMPUGRAPHIC  FONTS 
Comp  IV,  Editwriter,  Trendsetter, 
Unisetter,  (choose  from  Library  of  over 
250  strips);  per  strip,  $125  (width  card 
included);  add  $20  per  ITC  Track;  also, 
300  Comp  1 1  strips  &  width  devices,  10(3 
CG  Headliner  &  70  ACM  9000  strips,  all 
at  comparable  prices.  Guaranteed.  Bob 
Weber;  (216)  831-0480. 


CASH  FOR 

MARK  I,  IV,  V  PACESETTERS 
LINOTRON  202-CG8600 
(614)  846-7025 


I  USED  AM  VARITYPER  TYPE  DISCS 
'  Choose  from  Library  of  over  400  discs. 

]  $110  each;  add  $15  per  ITC  Track.  A.J, 

I  Weiner  Library  (over  100  discs),  $50 
i  each.  Bob  Weber;  (216)  831-0480. 


WANTED:  Compugraphic  Unified  Com- 
!  poser.  Contact:  Concord  Monitor,  3  N 
State  St,  Concord  NH  03301;  (603) 
I  224-5301,  Pam  Byrne. 


I  YOU  CAN  BET  ON 
E&P  CLASSIFIEDS... 

To  take  your  used  press,  hardware 
I  (or  software)  that's  been  sitting  Idly 
I  by,  and  put  It  back  Into  production! 

i  Perhaps  you  can't  use  that  particu¬ 
lar  equipment  .  .  .but  we'll  bet  you 
could  sure  use  the  space  It  occup¬ 
ies. 

I 

I  Consider  the  dozens,  perhaps  hun¬ 
dreds  of  square  feet  being  lost  in 
I  storage  of  unused  equipment.  Now 
look  at  the  space  occupied  by  each 
I  single  piece  of  equipment  on  this 
page!  Space  is  money— hundreds 
j  of  dollars  worth  of  your  space  can 
I  be  opened  up  for  as  little  as  $2.80  a 
I  line  of  our  space!  We'!!  put  that 
I  equipment  back  into  production  for 
I  you  in  someone  else's  plant— and 
I  produce  a  profit  for  you  to  boot! 

;  E&P  CLASSIFIEDS 
I  (212)  752-7050 


PLATEMAKING 


W.R.  GRACE-136  Platemaking  System 
(2)  with  2  Letterflex  135  Tower  Units 
and  associated  spare  parts.  This  equip- 
i  ment  was  purchased  3  /  74  and  in 
i  operating  condition-Contact  Donald  H. 
I  Brown,  The  Evening  Times,  23 
I  Exchange  Street,  Pawtucket  Rl  02860. 


PRESSES 


GOSS  COMMUNITY 
RECONDITIONED  AND  GUARANTEED 
5-74  with  SC  folder 

3- 74  units,  Vz-Vi  web  folder 
1-77  3-color  Universal  unit 

4- 71  V15A-JF  folder  4-74 

5- 74  Newsking,  KJ6  folder 

Will  sell  individual  components.  Call  tor 
installed  prices. 

WE  TAKE  TRADE-INS 
OFFSET  WEB  SALES,  INC 
73  N  SUNSET  DRIVE 
CAMARO  ISLAND  WA  98292 
(206)  387-0097 


URBANITE-8  units-16  roll  stands-upper 
former-'/z  and  %  folder-gluer-very  good 
condition-can  see  running;  (404)  737- 
9494  Ed, 


I  GOSS  URBANITE,  3  units,  1  color  unit, 

1  folder,  3  Butlers,  1980,  Idab  Conveyor 
I  and  C/Stacker. 

Goss  Community,  S/C,  6  units,  1975. 
Goss  Suburban,  6  units,  1000-1500 
series, 

Harris  845,  4  units,  1979. 

Harris  M-IOOO,  6  units,  1972. 

Harris  V-22,  5  units,  RBI  folder,  1969. 
Harris  V-15A,  4  units,  JF7,  1975. 
Vanguard  V-15,  4,  3  units 
Goss,  Mark  I,  21V'2’’,  4  units. 

Goss,  Mark  I,  22y4”,  4  units. 

Goss,  Mark  I,  add  on  22%, 
BELL-CAMP  INC 
465  Boulevard 
PO  Box  97 

Elmwood  Park  NJ  07407 
I  (201)  796-8442  Telex  13026 


EDITOR  &  PUBLISHER  for  December  3,  1983 


EQUIPMENT  &  SUPPLIES 


PRESSES 


GOSS  SSC  COMMUNITY 
4  units,  circumferential;  SSC  folder, 
double  parallel,  cross  perf;  2  Amal  25 
auto  splicers  built  into  units.  New  1980; 
available  immediately. 

ONE  Corp/Atlanta 

(404)  458-9351  Telex  700563 


WE  HAVE  IN  STORAGE:  Spare  parts  for 
Hoe,  Scott,  Goss  and  Wood  presses, 
offset  or  letter  press. 

1  Hoe  colormatic  folder 
3  to  2-22%  cutoff 
8  unit  Goss  Mark  I  press 
Goss  Mark  I  add  on  units 
Goss  reels  and  pasters 
Goss  Mark  I  halfdecks 
Portable  ink  fountains 
Cline  reels  and  pasters 
Goss  single  width  balloons 
104A  counter  stackers 
Hoe  Skip  Slitters 

6  units  of  Urbanite,  folder  and  balloon 
Press  #592 

12  Wood  electra  tab  pasters 
Napp  manual  platemaking  systems 
Beach  platemaking  systems 
Capitol  roll-handling  equipment,  new  & 
used 

We  have  or  can  get  what  you  need 
for  your  pressroom  or  mailroom. 

We  do  machinery  moving  and  erecting 
We  buy  printing  equipment. 
NORTHEAST  INDUSTRIES,  INC. 
(213)  256-4791 


4  unit  Goss  Community  folder,  manufac 
tured  1968/76 

9  unit/3  folder  (1-SC)  Community.  Now 
in  operation,  manufactured  1965- 
1974, 

2  unit  900  series  Suburban 

3  unit  1000  series  Suburban 

4  unit  1100  series  Suburban 

4  unit  Goss  Urbanite,  fully  reconditioned 

SU/Suburban  Folder 

Urbanite  tri-color  unit 

Urbanite  add-on  units  and  folders 

JF  1 5  folder  with  heavy  duty  quarterfold, 

1978 

4  to  6  unit  VI 5A  with  JFl  5  folder,  1975/ 
76 

Harris  V15A  add-on  units,  1975/76 

4  unit  News  King  with  KJ6 

6unit/2  KJ6folder,  manufactured  1974 

8  unit  Daily  King  with  KJ6  folder, 

manufactured  1971 

KJ6  Heavy  duty  folder,  reconditioned 

KJ8  with  upper  former  1976  folder 

News  King  add-on  units 

Ferag  counter/stacker,  reconditioned 

Offered  Exclusively  by 
INLAND  NEWSPAPER  MAflHINERY 
CORP 

105th  &  Santa  Fe  Dr,  PO  Box  15999 
Lenexa,  Kansas  66215 
(913)  492-9050  Telex  4-2362 


HARRIS  V-15A  4  unit  web  press,  1971 
with  JF7  folder.  Newman  &  Associates; 
(816)  756-3350. 


HARRIS  125  B,  19  x  25,  good  running 
condition,  asking  $18,500.  Call  (414) 
361-1515,  or  write  The  Journal  Co., 
361  June  St,,  Berlin  Wl  54923, 


GOSS  COMMUNITY  (oil),  4  units  with 
14,000  P/H  folder,  2O  HP  motor.  Avail¬ 
able  now.  Bell-Camp  Inc,  PO  Box  97,  1 
Elmwood  Park  NJ  07407;  (201)  796- 
8442. 


GOSS  SUBURBAN  Folder  51028 
50  HP  Drive  $10,000. 
(312)331-6352. 


40R  8  UNIT OFFSET.  Each  4  unit  press 
can  produce  32  page  tabloid  with  8  1 
pages  of  color  or  a  24  tabloid  with  4  color 
or  4  pages  at  30,000  per  hour,  4  units, 
with  drive  $60,000.  8  units  with  bal¬ 
loon,  %  folder,  glue  pump,  and  2 
drives. ..$1 10,000.  Contact  B.C.  Sitton 


EQUIPMENT  &  SUPPLIES 


PRESSES 


GOSS  ! 

Goss  Urbanite  5  units,  1972,  3  Cary  i 
Pasters 

I  Goss  Urbanite  4  units 
!  Goss  Urbanite  6-1000  series  units  for 
I  add-on 

Goss  Urbanite  10  units  new  1980 
Goss  Urbanite  1000  series  %  folder 
Gregg  Flying  Imprinters  (for  Urbanite) 
Goss  Urbanite  folders,  roll  stands,  drives 
&  accessories 

I  Goss  Community  5  units  1976 
i  Goss  Community  12  units  with  SC  fold- 

i  i 

Goss  Community  folders,  drives  &  1 
accessories  ' 

Goss  Suburban  1500&  1600  series,  10  : 
unit  2  folders  S 

I  Goss  Suburban  add-on  units  (1000  ! 

:  series)  j 

!  Goss  HV  8  units  ' 

I  Goss  HV  4  units 
i  Goss  Cosmo  units  for  add-on 
!  HARRIS 

j  Harris  1650  add-on  unit 
j  Harris  1650  6  unit  press  , 

Harris  845  4  units,  folder 
I  Harris  845  8  units,  2  folders 
'  Harris  V-25  5  units  1973  with  folders  ; 

I  Harris  V-25  8  units  1982  | 

'  Harris  V-15A  add-on  unit  1976  j 

I  Harris  V-22  4  units,  folder  | 

Harris  folders,  roll  stands,  upper  balloon  ! 

I  formers  &  drives 

I  KING  i 

I  3  Colorking  units  1969 
2  Newsking  units  1979  ' 

2  KJ-6  folders  1979 

MISCELLANEOUS 

2  Martin  Flying  Pasters  rated  at  1400 
FPM  1979  I 

2  Cary  Silicon  Applicators 

3  Cary  Flying  Pasters  (running  on  Urba¬ 
nite)  ! 

1  Web  Specialities  3  Web  Angle  Bar  Nest  ! 
j  Baldwin  Count-O-Veyors  104,  105, 

106,  108 

2  106  Count-O-Veyors  i 

Complete  presses  or  components  sold 
separately 

WANTED:  Newspaper  presses  and 
accessories 

IPEC  INCORPORATED 
97  Marquardt  Drive 
Wheeling  (Chicago)  IL  60090 
(312)  459-9700  Telex  206766  I 


,  GOSS  METRO,  22",  6  units,  1982 
i  Metro,  22%”,  4  units,  1972 
Urbanite,  6  units,  3-color  unit 
Urbanite,  5  units  and  4  units 
Urbanite  add  on  units,  3-color  unit 
Urbanite  folders,  upper  formers 
Suburban  1500,  4  units,  1975-80 
SSC  Community,  4  units,  1980 
SC  Community,  4  units,  1976 
SC  Community,  5  units,  1968-69 
SC  folders,  3  in  stock 
Harris  1650,  6  units  and  4  units 
845,  7  units  and  4  units 
V25,  8  units  and  4  units 
V15A,  4  units,  1975 
Remanufactured  V15A  and  V25  units 
Muller  259  and  288  counter  stackers 
Cary,  Butler,  MEG,  Goss  splicers 
Solna-King  Newsking,  5  units,  1976  j 
Colorking,  5  units,  1978  | 

Colorking,  4  units,  1980  j 

Auto  Splicers:  Cary,  Goss,  MEG  I 

Counterstackers:  Baldwin,  Muller  i 

Custom  Bilt  3  knife  trimmers,  2  I 

ONE  Corporation  | 

3400  Malone  Drive 
I  Atlanta  GA  30341 

i  (404)458-9351  Telex  700563 


WOOD  LITHOFLEX  DOUBLE  WIDTH 
offset  newspaper  press,  22%"  cutoff, 
72  inch  web  width,  5  printing  units,  2 
folders,  5  RTF's.  Optional  oven  and 
chills  for  coated  paper.  Ideal  for  daily 
newspaper  with  high  pagination.  Priced 
reasonably.  Box  6263,  Editor  &  Pub¬ 
lisher. 


(916)  372-0910. 
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EQUIPMENT  &  SUPPLIES 


PRESSES 


REBUILT  URBANITE  UNITS 

1.  Individual  components  or  complete 
presses. 

2.  Units  are  stripped  down  to  the  side 
frames  and  restored  to  like  new  condi¬ 
tion. 

3.  Cost  is  approximately  half  of  replace¬ 
ment  price. 

4.  Exchange  program  available  to 
minimize  down  time. 

5.  Inquire  for  pictures  and  brochures. 
IPEC,  INC,  97  Marquardt  Drive,  Wheel¬ 
ing  IL  60090;  (312)  459-9700,  Telex 
20-6766, 


JOIN  OUR  CONTRACT 
CREW! 

.  .  .Those  individuals,  compan¬ 
ies,  syndicates  that  know  the  value 
of  an  E&P  ad  and  run  with  us  on  a 
regular  basis. 

Whether  it's  1 2,  26  or  52  times  per 
year,  we  produce  business  and 
profit  for  these  people.  We  offer  you 
freedom  to  rotate  your  copy  within 
our  regular  deadline  times,  monthly 
billing  and  the  best  exposure  in  the 
field. 

Reserve  your  place  now,  in  the 
most  effective  classified  market  in 
the  newspaper  industry. 

E&P  CLASSIFIEDS 

Rates  on  Request 
(212)  752-7050 


WANTED  TO  BUY 


CHESHIRE  and  Phillipsburg  any  condi¬ 
tion.  Call  collect  Herb  (201)  289-7900. 
AMS,  1290  Central  Av,  Hillside  NJ 
07205. 


sIDAB  440  counter  stacker 
•Muller  227  Inserter 
•Signode  MLN2  tying  machine 
Reply  tO:  Graphic  Management  Associ¬ 
ates,  Inc,  11  Main  St,  Southboro  MA 
01772;  (617)  481-8562, 


TWO  LATE  MODEL  Harris  72-P's  with 
A.R.S.  Also  Three  late  model  Harris  48- 
P's  with  A.R.S.  Need  to  take  delivery  on 
or  before  fall  of  '84.  Contact:  JIMMY  R. 
FOX,  MAIL  ROOM  CONSULTANT;  (713) 
468-5827. 


WE  REQUIRE  1  three-color  Satelite 
Goss  Urbanite  unit  (color  deck  should  be 
on  10  side)  with  22%  inch  (22.8  inch) 
cut-off.  Machine  speed  should  be 
around  50,000  CPH,  year  of  man¬ 
ufacture  should  not  be  earlier  than 
1986. 

Please  quote  asking  price,  delivery  date 
and  guarantee  period  tO:  Mr.  Soh  Kee 
Fah,  Telex  RS  24514,  Singapore. 


WANTED  TO  BUY— Baldwin  Count-o- 
veyor,  104  and  up.  Must  be  in  the  Arkan- 
sas-Louisiana-Texas  area.  Call;  (409) 
564-8361.  ext.  201. 


HELP  WANTED 


ACADEMIC 


ASSISTANT  PROFESSOR  of  Journal¬ 
ism.  Tenure-track  position  beginning 
Fall  1984.  PhD  required.  Teach  journal- 
!  ism  on  both  graduate  and  undergraduate 
,  levels,  and  coordinate  journalism 
sequence.  Send  vita,  letters  of 
recommendation,  and  copies  of  publica- 
i  tions  by  January  15,  1984,  to  Search 
iCommittee,  Communication 
i  Deptartment,  University  of  Hartford, 

I  West  Hartford  CT  06117.  EO  AA 
;  employer. 


ASSISTANT  PROFESSOR,  tenure  track 
news-editorial  position  beginning  Fall, 
1984.  PhD  with  strong  professional 
experience  preferred.  Salary  competi¬ 
tive.  Send  resume  and  application  letter 
by  January  16,  1984  to:  Edward  J. 
Smith,  Department  of  Communications, 
Texas  A&M  University,  College  Station 
TX  77843.  An  equal  opportunity 
affirmative  action  employer. 


I  DIRECTOR  of  News  Service  for  liberal 
I  arts,  church  affiliated,  coed  college  of 
!  2900  students.  Responsible  for  writing 
'  and  distribution  of  news  and  features  for 
print  and  electronic  media.  Establish 
and  maintain  contact  with  local, 
regional,  and  national  media  and  host 
:  media  representatives  on  campus'. 

'  Assist  in  Siting  alumni  magazine  and 
some  other  college  publications.  Coor¬ 
dinate  sports  information.  Must  have 
experience  in  photography.  Salary  com¬ 
mensurate  with  experience.  Equal 
opportunity  affirmative  action  employer. 
Send  resume  and  references  by 
;  December  7  to  Frederick  H.  Gonnerman, 
Director  of  Information  Services,  St.  Olaf 
i  College,  Northfield  MN  55057. 

:  MEMPHIS  STATE  UNIVERSITY  has 
three  fulltime  tenure-track  slots  for  fall 
1984:  1)  magazine  option  head  with 
three  years  magazine  writing  editing 
production,  assistant  or  associate  pro¬ 
fessor;  2)  broadcast  news  faculty  mem- 
!  ber  with  five  yearrs  RTV  news,  assistant 
professor;  3)  public  relations/advertising 
with  some  experience  in  both  areas, 
assistant  professor.  PhD  preferred  in  all. 
Yearsof  newspaper  writingeditinga  plus 
in  any  of  three  positions  and  might  sub¬ 
stitute  for  other  professional  background 
areas  listed.  Application  letters  by  Jan¬ 
uary  15t0:  Dr.  Gerald  Stone,  Journalism 
Department,  Memphis  State  University, 
Memphis  TN  38152.  An  EOAA  univer¬ 
sity  urging  letters  from  women  and 
minorities. 


I  DIRECTOR  OF  UNIVERSITY 
PUBLICATIONS  &  GRAPHIC  SERVICES 
I  To  direct  staff  of  nine  professionals  plus 
students  in  managing  all  university  pub- 
i  lications  and  graphics.  Significant 
^  experience  in  producing  publications, 
editing  or  design  required.  Bachelor's 
I  degree  required.  Major  in  journalism, 
j  English,  communications  or  design  pre- 
I  ferred  but  not  required.  Salary  range 
J  $20,000  to  $30,000,  depending  on 
'  experience.  Resumes  should  be  sent  by 
I  January  17,  1984  to  Dr.  Kenneth  L. 
i  Beasley,  Assistant  to  the  President, 

I  Northern  Illinois  University,  DeKalb  iL 
j  60115.  NIU  is  an  equal  opportunity/ 

I  affirmative  action  employer  and  wel¬ 
comes  applications  from  women  and 
minorities.  _ 


To  answer  box  number  ads  in 

EDITOR  &  PUBLISHER 

Address  your  reply  to  the  box  number  given  in  the  od,  do  Editor  & 
Publisher,  575  Lexington  Av,  New  York,  NY  10022. 

Please  be  selective  in  the  number  of  clips  submitted  in  response  to  on  od. 
Include  only  material  which  can  be  forwarded  in  a  large  manilla 
envelope.  Editor  &  Publisher  is  not  responsible  for  the  return  of  any 
material  submitted  to  its  advertisers. 
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HELP  WANTED 


HELP  WANTED 


HELP  WANTED 


COMMUNICATIONS:  Chairperson  to  |  PUBLICATIONS  COORDINATOR  GRADUATE  ASSISTANTSHIPS.  Teach- 
head  department  of  broadcast,  com-  j  Supervise  twice-weekly  student  news-  ing  assistants  to  study  for  MA  in  Com¬ 
munication  and  journalism.  Effective  paper,  advise  yearbook  and  student  munications  for  Fall  1984.  Monthly 
September  1984.  Qualifications:  sig-  j  magazine,  teach  one  basic  journalism  stipend.  Persons  with  undergraduate 
nificant  industry  experience  in  journal-  j  course  each  semester.  Non-tenure  track  degree  in  print  journalism,  professional 


HELP  WANTED 


ACCOUNTING 


CIRCULATION  AUDITOR— Large  news¬ 
paper  group  has  position  on  Corporate 
Accounting  Staff .  Applicant  should  have 
an  accounting  or  auditing  background 
with  a  good  understanding  of  Circulation 


ism  or  broadcasting,  as  well  as  teaching  j  maximum  three-year  appointment,  |  experience  and  a  3.0  grade  point  aver-  i  Accounting  Systems.  Position  requires 


and  administrative  experience;  PhD  pre¬ 
ferred;  recognition  in  field  expected 


effective  August  1,  1984.  MA  or  MS  in  age  are  invited  to  apply.  Should  take  !  extensive  travel  to  the  company’s  news- 


journalism  or  mass  communicabons  and  I  Graduate  Record  Examination  in 


Rank  open;  salary  negotiable.  Send  professional  print  media  experience  re-  February.  Contact  Dr.  Kent  Kurt,  Gradu- 


papers  to  audit  their  Circulation  and  Cir¬ 
culation’s  Accounting  Systems.  Ability 


application  letter,  resume,  and  creden-  quired,  teaching  and  budgetary  ate  Coordinator,  Department  of  journal-  1  to  communicate  with  all  levelsofman- 
tials  to  Dr.  J.C.  PIquette,  Acting  Chair-  |  experience  desirable.  Send  resume.  Ism,  Unversity  of  Florida,  Gainesville  FL  agement,  including  preparation  of  writ- 


man,  Journalism,  Broadcasting  and  |  three  letters  of  recommendation  to  Pro- 
Speech  Department,  Bishop  Hall  234,  '  fessorAlexNagy,  Chairman,  Department 
State  University  College  at  Buffalo,  I  of  Mass  Communications,  PO  Box  51, 
1300  Elmwood  Avenue,  Buffalo  NY  Middle  Tennessee  State  University, 
14222  by  March  1,  1984.  An  Equal  Murfreesboro  TN  37132.  Deadline  for 
Opportunity,  Affirmative  Action  applications:  January  15,  1984,  MTSU/ 
Employer,  (Position  dependent  upon  An  Equal  Opportunity  Employer. 


32611.  AA/EOE. 

JOURNALISM.  Assistant  Professor;  te- 


ten  reports,  required.  Please  send 
resume,  complete  with  salary  history  to 
V.P. -CONTROLLER,  PARK  C(5M- 


nuretrack.  Printjournalism;  massmedia  MUNICATIONS,  INC.,  PO  Box  550, 
theory  and  history.  PhD  and  professional  Ithaca  NY  14851. _ 


budget  approval). 

ASSOCIATE  PROFESSOR 
(Coordinator  of  Journalism) 

The  Division  of  English,  Foreign  Lan¬ 
guages,  and  Journalism  invites  applica¬ 
tions  for  the  position  of  Associate  Pro¬ 
fessor. 

Minimum  requirements  include: 

(a)  MA  in  Journalism  (PhD  preferred). 


JOURNALISM/Communication  Arts. 
The  University  of  West  Florida  invites 
applications  for  an  instructor/assistant 
professor  beginning  August,  1984.  PhD/ 
ABD.  Teach  print  journalism  and  serve 
as  faculty  advisor  to  student  newspaper. 
Must  show  strong  potential  as  a  scholar 
'  and  have  practical  experience.  Salary 


experience  highly  preferred.  MA  re¬ 
quired.  Begins  August  1984.  Send  vita 
and  letter  of  application  only  by  January 
20,  1984,  to  E.A.  Tilley,  Chairman, 
Department  of  Language  and  Literature, 
University  of  North  Florida  32216,  AA/ 
EEO. 

ADMINISTRATIVE 


You  May  Take  One  Giant 
Step... 

toward  a  better  job 
by  placing  your  ad  in  E&P’s 
Positions  Wanted  section! 

ADMINISTRATIVE 


(b)  At  least  five  years  full  time  teaching  '  $18,000-$22,500.  salary  corn- 

experience  in  higher  education  Journal-  i  P^titive  and  commensurate  with  quali- 
ism  program.  Experience  with  publica-  '  flections  and  experience.  Applications 
tion  of  student  newspaper/yearbook  |  will  be  accepted  until  March  1,  1984, 
highly  desirable.  i  Send  letter  of  application,  resume,  and 

(c)  At  least  three  years  field  experience  j  letters  of  reference  to  Dr. Churchill  L 


in  Journalism  (or  Journalism-related) 
setting. 

(d)  Demonstrated  success  as  classroom 
teacher. 

(e)  Potential  for  scholarly  productivity. 


five  letters  of  reference  to  Dr. Churchill  L 
Roberts,  Chairperson,  Department  of 
Communication  Arts,  The  University  of 
West  Florida,  Pensacola  FL  32514. 
Minorities  and  women  are  encouraged  to 
apply.  The  University  of  West  Florida  is 


(f)  Previous  administration  experience  ®9ual  employment  opportunity/ 


desirable.  |  affirmative  action  employer. 

Starting  Date:  Fall  1984  | - 

Rank:  Associate  Professor  SAN  DIEGO  STATE  UNIVERSITY  has 

or  Full  Professor  (Tenure  Track)  two  10-month  faculty  openings 
Salary:  $28,000-$34,000  (9  months)  beginning  fall,  1984,  in  advertising  and 
Deadline:  January  15,  1984  news/editorial  sequences.  Advertising 
Please  send  application,  curriculum  position  open  to  professor;  news/ 
vita,  and  dossier  (including  transcripts  i  editorial  position  open  to  associate  pro- 


from  ALL  college/university  work)  to: 
Dr.  James  E.  Goodwin 
Chairperson/Division  of  English 
Foreign  Languages,  and  Journalism 
Sam  Houston  State  University 
Huntsville,  Texas  77341 


fessor.  Terminal  degree  (or  ABD)  re¬ 
quired  for  tenure  track  appointment. 
Appointment  as  full-time  lecturer  possi¬ 
ble  for  person  with  Master’s  degree.  Pro¬ 
fessional  experience  required  for  both 
positions.  Preference  given  to  candi- 


Sam  Houston  is  an  Equal  Opportunity/  bates  with  research/publication  poten- 
Affirmative  Action  Institution,  i  tial.  Send  letter  of  application  and  curri- 

_  -  culum  vita  to:  Dr.  Lee  Brown, 

Department  of  Journalism,  San  Diego 
IT’S  A  CLASSIFIED  state  university  San  Diego  CA  92182. 

I  Application  must  be  postmarked  by  Jan- 
btUHt  I  !  uary  16,  1984,  EEO/AA. 


Affirmative  Action  Institution, 

IT’S  A  CLASSIFIED 
SECRET! 

We’ll  never  reveal  the  identity  of  an 
E&P  box  holder.  However,  if  you 
don’t  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal 
your  reply  in  an  envelope 
addressed  to  the  box  holder.  Attach 
a  note  listing  newspapers,  groups 
or  companies  you  don’t  want  tne 
reply  to  reach;  put  the  reply  and 
note  in  an  envelope  addressed  to 
E&P  Classifieds,  if  the  Box  Number 
you’re  answering  is  on  your  list, 
we’ll  discard  your  reply. 

ADMINISTRATIVE 


NEEDED 

A  Distinguished  Journalist  to  build  a  new 
School  of  Journalism  in  the  West 

We  are  building  a  new  Journalism  School  at  the  University  of 
Nevada  in  Reno.  We  need  a  leader  who  can  direct  that  effort. 
We  are  looking  for  a  Chairman  of  our  Department  of  Journalism 
who  has  vision,  who  can  oversee  a  curriculum  that  includes 
Print  and  Broadcast  Journalism,  Advertising  and  Public  Rela¬ 
tions. 

We  need  someone  who  can  thrive  on  a  growing  media  commu¬ 
nity  of  five  television  stations,  a  major  nationally  ranked  Gan¬ 
nett  daily  and  a  host  of  radio  stations,  advertising  agencies  and 
specialty  magazines  and  newspapers. 

To  qualify,  you  must  be  a  distinguished  journalist.  You  must 
have  a  proven  reputation  for  managing  people  and  solving 
problems.  The  ability  to  attract  financial  support  is  essential.  An 
advanced  degree  and  academic  experience  are  desirable. 

If  interested,  send  no  later  than  January  16,  1984,  letter  of 
application,  resume,  names  and  addresses  of  at  least  three 
references  to: 

Paul  Page 

Dean,  College  of  Arts  &  Sciences 
Chairman,  Journalism  Search  Committee 
University  of  Nevada  Reno 
Reno,  Nevada  89557 


I  TENURE  TRACK  position  in  print  jour-  oacc-7 

!  nalism.  PhD  preferred,  MA  required.  Nevada  89557 

:  Must  show  potential  as  successful 

'  teacher  and  researcher.  Rank  and  salary - - 

dependent  uppn  qualifications.  PUBLISHER  for  twice  weekly  Lebanon,  I 
Deadline  for  application  is  January  13,  Oregon  Express.  This  is  an  opportunity  to  I 
I  1984.  Send  letter  of  application  and  join  a  progressive,  quality-minded  Ore-  DIRECTOR  OF  NEWS  SERVICES 
!  curriculum  vita  tO:  Dr.  Mary  I.  Blue,  gon  group  of  newspapers.  Experience  I  EMORY  UNIVERSITY 

Chair,  Search  Committee,  Department  important,  but  we  will  consider  all  appli-  i  .  .u  „■  □  , 

\  of  Communications,  Loyola  University,  cants,  particularly  those  with  some  news  1  President  for 

New  Orleans  LA  701 18,  Loyola  Univer-  j  background.  Fine  community;  outstand-  i  Development,  ttie  Director  of  News  Ser- 
1  sity  is  an  affirmative  action/equal  oppor-  ing  recreation.  Great  place  to  live  and  1  es  the  official  university 

tunity  employer.  !  work.  Send  resume  to  Mary  Burck,  spokesman  and  primary  contact  with  the 

! -  i  Albany  Democrat-Herald,  PO  Box  ISO!  1  Ccwrdinates  the  activities 

I  ADMINISTRATIVE  Albany  OR  97321.  i  reporters  and  camera  crews;  plans 


The  General  Commission  on  Communication 
of  the  United  Methodist  Church 

I  is  now  accepting  applications 

^1  I  ^Offl  the  executive  position  of 

General  Secretary 

Candidates  must  have  working  knowledge  of  the  structure  and  policies  of 
the  United  Methodist  Church,  be  experienced  in  communications  media 
and  its  new  technologies,  possess  strong  executive  abilities  to  build  and 
manage  budgets  and  provide  creative  leadership.  For  complete  details  and 
job  description,  write  to  Mr.  George  Koehler,  UMCom  Search 
Committee,  c/o  Gateway  Communications,  Inc.,  Suite  612, 
Executive  Building,  Cherry  Hill,  New  Jersey  08002. 


arv  Burck  spokesman  and  primary  contact  with  the 
0  Box  130  I  i’’'®dia.  Coordinates  the  activities 
’  j  of  reporters  and  camera  crews;  plans 

_  j  news  conferences;  promotes  various 

____  I  aspects  of  Emory  with  local  and  national 
media.  Manages  the  News  Services 
!  Staff. 

;  Bachelor’s  degree  in  Journalism,  Eng¬ 
lish,  Communications  or  related  field  is 
I  required.  Five  years  experience  as  a 
;  Journalist  or  in  Public  Relations  with  at 
least  two  years  working  with  the  news 
media.  Supervisory  and  management 
experience  preferred;  staff  of  approx- 
,  imately  ten  people.  Excellent  writing 

!  skills  required. 

ia  I  Send  resume,  salary  requirements  and 

d  non-returnable  writing  samples  to:  News 

J  I  Director  Search  (Tommittee,  403 

^  [  Administration  Building,  Emory  Univer- 

h  sity,  Atlanta  GA  30322.  Applications 

1,  must  be  postmarked  by  January 

13,1984.  Position  to  be  filled  in  early 
1984.  An  Affirmative  Action,  Equal 
Opportunity  Employer. 

EDITOR  &  PUBLISHER  for  December  3,  1983 


HELP  WANTED 
ADMINISTRATIVE 


HELP  WANTED 
ADMINISTRATIVE 


HELP  WANTED 
ADMINISTRATIVE 


HELP  WANTED 
ADVERTISING 


MANAGING  EDITOR 


Start  the  new  year  in  one  of  the  most 
exciting  mid-size  markets  in  the  South¬ 
east. 

We’re  looking  for  a  managing  editor  with 
the  maturity  to  train  a  staff  of  eleven 
bright  young  reporters  and  editors.  Plus 
the  enthusiasm  to  lead  by  example. 
We're  a  community  newspaper  with  a 
demanding  audience  that  wants  an 
attractive,  colorful,  probing,  responsible 
product. 

We  are  committed  to  strong  local  cover¬ 
age  complemented  with  generous  proc¬ 
ess  color  and  the  creative  use  of  local 
photography. 

We're  small  enough  to  offer  complete 
management  of  the  newsroom  to  the 
right  person.  We’re  large  enough  to  spon¬ 
sor  community  band  concerts,  city  golf 
tournaments,  and  more. 

Ideal  candidate  must  be  aggressive  in 
the  newsroom,  visible  in  the  community, 
and  active  on  our  management  team. 
We're  in  a  competitive  market  and  this  is 
a  working  editor's  position.  It’s  a  tough, 
demanding  job  that  requires  special 
management  skills. 

If  you’d  like  to  grow  with  us,  tell  us  with  a 
letter  and  resume.  You  must  include  sal¬ 
ary  requirements  with  your  response  and 
be  available  by  January  31,  1984, 
Respond  in  confidence  to  Box  6643, 
Editor  &  Publisher. 


DEAN,  SCHOOL  OF  FINE  ARTS  and 
Communications,  Southern  Illinois  Uni¬ 
versity  at  Edwardsville.  Begins  July, 
1984,  Chief  academic  officer  of  School, 
reports  directly  to  Vice  President  and 
Provost.  School  comprises  departments 
of  Art,  Mass  Communications,  Music, 
Speech  Communications,  Speech  Path¬ 
ology  and  Audiolom  and  Theatre/Dance. 
Approximately  900  majors,  80  faculty, 
20  staff.  Candidates  must  have  earned 
doctorate  or  terminal  degree  in  disci- 
pline  represented  by  above 
departments,  substantial  administrative 
experience  and  evidence  of  academic 
leadership  and  scholarly  or  creative 
activities.  Salary  commensurate  with 
experience  and  qualifications.  Send 
vita.  3  letters  of  reference  plus  names 
and  addresses  of  2  additional  references 
by  Januai^  15, 1984.  Pamela  Decoteau, 
Chair,  Fine  Arts  and  Communications 
Dean  Search  Committee,  Southern  Illi¬ 
nois  University  at  Edwardsville,  Box  21, 
Edwardsville  IL  62026.  AA  EOE. 


CONTROLLER 

Madison  Newspapers,  Inc.,  publisher  of 
the  Wisconsin  State  Journal  and  The 
Capital  Times,  has  an  immediate 
opening  for  a  Controller  with  a  proven 
track  record  in  financial  management. 
The  incumbent  will  be  responsible  for  a 
full  range  of  financial  accountabilities 
including  general  accounting,  credit, 
data  processing,  financial 
administration  of  benefit  programs,  cash 
management  and  insurance.  The  Con¬ 
troller  is  a  member  of  our  strategic 
planning  committee  and  is  involved  with 
all  departments  of  the  company. 
Applicants  should  possess  strong  man¬ 
agerial  skills  and  be  comfortable  with  the 
coordination  of  computer  systems.  We 
are  looking  for  someone  who  works  well 
as  part  of  a  team  and  sees  their  role  as 
being  a  contributor  to  management 
decisions  as  well  as  an  accountant. 
MBA,  CPA  or  equivalent  work  experience 
desired.  Experience  in  the  newspaper  or 
magazine  field  helpful. 

If  you  are  interested  in  joining  an 
established,  progressive  company  with 
room  for  personal  and  professional 
growth,  please  send  a  letter  of  applica¬ 
tion  including  education,  work  and  sal¬ 
ary  history  to: 

Personnel  Manager 
Madison  Newspapers,  Inc. 

PO  Box  8056 

Madison,  Wisconsin  53708 
An  Affirmative  Action  Employer 


POSITION  OPEN — Taking  applications  | 
for  the  position  of  manager  for  the  Min-  I 
nesota  Newspaper  Association.  The  I 
individual  should  have  some  experience 
in  association  work,  office  management,  I 
leadership  capabilities,  a  basic  I 
understanding  of  lobbying  and  advertis-  i 
ing,  and  some  background  in  the  news¬ 
paper  field  would  be  helpful.  The  suc¬ 
cessful  applicant  would  be  responsible 
for  the  day-to-day  operations  of  one  of 
the  largest  newspaper  associations  in 
the  country,  overseeing  and  carrying  out 
day-to-day  operations,  planning  and 
budgeting,  working  closely  with  a  board 
of  directors.  All  applications  should  be 
mailed  to  Mike  Parta,  Search  Committee  i 
Chairman,  Box  158,  New  York  Mills  MN  i 
56567  no  later  than  January  1,  1984.  , 


PROMOTION  AND  RESEARCH  I 

DIRECTOR  I 

Medium-sized  Midwest  combination  i 
morning,  evening  and  Sunday  in  south-  i 
ern  Zone  5  seeks  an  experienced 
individual  to  direct  Promotion  and  ; 
Research  Department.  Successful 
candidate  must  be  capable  of  analyzing  j 
and  presenting  research  material  and  I 
have  the  ability  to  develop  professional  ! 
sales  tools  including  audio  visual  aids. 
Responsibilities  will  include  direction  of  i 
an  excellent  NIE  program,  creation  on  i 
copy  for  special  advertising  sections,  ; 
and  development  of  effective  advertising 
and  circulation  sales  promotions.  ' 
Excellent  employee  benefits  package,  i 
Apply  in  confidence  by  sending  resume 
to  Box  6657,  Editor  &  Publisher. 

Equal  Opportunity  Employer 


PACE  UNIVERSITY 
IN  WESTCHESTER 
JOURNALISM 
DEPARTMENT 

FACULTY  POSITION 
IN  BROADCAST  NEWS 

iFull  Time  Postion  beginning  September,  1984. 
Applications  are  invited  from  those  with  significant 
professional  credentials  or  those  with  Doctorates 
[Applicants  should  have  teaching  experience.  Abil¬ 
ity  to  take  sole  responsibility  for  a  3  camera  TV 
Studio  and  for  an  extensive  electronic  news 
gathering  program  essential.  Salary  and  rank 
commensurate  with  qualifications.  Send  resume 
and  references  by  December  31st,  1983  to:  DR 
PHYLLIS  F.  EDELSON 

I  PACE 
UNIVERSITY 

78  NORTH  BROADWAY 
WHITE  PLAINS,  NY  10603 

An  Equal  Opportunity 

Affirmative  Action  Employer  M  F _ 


GENERAL  MANAGER  with  advertising/ 
business  background,  maturity  and  skill 
in  handling  people,  for  two  New  Eng¬ 
land-based  weeklies  dedicated  to 
excellence,  published  in  scenic  rural  but 
sophisticated  area.  Assume  all  non¬ 
editorial  responsibilities  and  direct  com¬ 
petent  staff.  Not  retirement  but  a  great 
spot  for  someone  tired  of  the  city  rat  race 
who  understands  long-pull  advantages 
of  country  living.  Good  performance 
I  could  result  in  equity  or  buy-in.  Write 
!  details  including  salary  requirements  to 
Box  6640,  Editor  &  Publisher. 


AD  COORDINATOR/MARKETING 
i  To  work  with  advertising/circulation/ 

I  production  departments.  Daily  news- 
j  paper  plus  other  publications  involved, 
i  Strong  background  in  interdepartmental 
.  coordination  necessary.  Must  have 
!  marketing/sales  experience.  Will  also 
;  handle  sales  training  and  work  with 
:  circulation  department.  Excellent  sal- 
I  ary/fringes.  Family  community.  Send  re- 
I  sumestoJ.  McCullough,  Daily  News  Tri- 
!  bune,  426  Second  St,  LaSalle  IL 
I  61301.  An  equal  opportunity  employer 
M/F. 


CHIEF  FINANCIAL  OFFICER 
Sunbelt  Publishing  Company,  a  newly 
formed  subsidiary  of  Tribune  Company  is 
seeking  a  chief  financial  officer  to 
establish  and  manage  corporate 
accounting  and  financial  planning  for  its 
growing  Orlando  based  operation 
including  several  weekly  newspapers 
i  and  shoppers  in  Florida  and  Louisiana. 

;  Micro  computer  application  experience 
is  preferred.  Proven  managerial  skills  are 
'  a  must  as  the  CFO  will  hire  and  develop  a 
staff.  We  offer  an  excel  lent  career  oppor¬ 
tunity,  salary  and  MBO  commensurate 
with  experience  and  complete  benefit 
package.  Send  resume  including  salary 
history  tO:  Sunbelt  Publishing  Company, 
800  West  Highway  436,  Altamonte 
Springs  FL  32/01. 


ADVERTISING 


CALIFORNIA  DAILY  (14,000)  with 
weeklies  &  shoppers  needs  2  aggressive 
managers,  1  Retail,  1  Classified.  Lovely 
foothill  area.  Salary,  incentives, 
benefits.  Send  resume  to:  Ad  Director, 

I  Auburn  Journal,  Box  1488,  Auburn  CA 
95603. 


EDITOR  &  PUBLISHER  for  December  3,  1983 


ADVERTISING  SALES  MANAGER— 
Wyoming's  best  small  weekly  newspaper 
is  looking  for  an  advertising  salesperson 
to  handle  retail  accounts.  Experience 
helpful,  but  not  required.  Should  have 
college-level  language  skills  and  some 
design  ability.  Newspaper  is  located  two 
hours  east  of  Yellowstone  National  Park 
at  the  base  of  the  Big  Horn  Mountains. 
This  rural,  agricultural  and  tourist  area 
features  ideal  living  environment.  Hik¬ 
ing,  camping,  hunting,  fishing,  moun¬ 
tain  climbing  and  skiing  all  available. 
Please  send  resume  to  William  R.  Roof, 
Publisher;  The  Greybull  Standard,  614 
Greybull  Av,  Greybull  WY  82426. 
Position  open  January  1,  1984 


CLASSIFIED  MANAGER 

A  Zone  2  mid-size  daily  is  seekinga  Clas¬ 
sified  Advertising  Manager  with  the  abil¬ 
ity  and  desire  to  aggressively  seek 
lineage  in  a  highly  competitive  area.  To 
be  considered  you  must  have  credentials 
that  show  a  solid  path  of  career  advance¬ 
ment  in  both  newspaper  and  advertise¬ 
ment.  To  be  selected  your  track  record 
must  show  leadership,  training  and  the 
ability  to  sell  advertising  based  on  quali¬ 
ty  and  service  as  opposed  to  rate.  Send 
resumes  and  salary  requirements  to  Box 
6584,  Editor  &  Publisher. 


I  CLASSIFIED  MANAGER 

A  growing  medium  sized  New  York  City 
I  area  daily  has  a  challenging  position  for 
an  experienced  classified  professional 
who  can  develop  a  strong  department  in 
a  competitive  market.  Good  salary,  com¬ 
mission  and  benefits  makes  this  a 
rewarding  position  for  the  right  person. 

'  Reply  in  confidence  to  Box  6664,  Editor 
&  Publisher. 


CLASSIFIED  MANAGER 
San  Francisco/Bay  area  metropolitan 
newspaper  seeks  Classified  Manager 
i  with  a  proven  track  record.  Must  be 
;  strong  in  sales,  promotion,  staff 
development  and  planning.  If  you  are 
:  Classified  Ad  Manager  at  a  medium 
I  sized  newspaper  or  number  two  or  three 
i  at  a  metropolitan  newspaper  and  you’re 
I  ready  to  take  on  the  challenge  of  manag- 
I  ing  a  growing  staff  of  50,  we'd  like  to  talk 
to  you  now.  Excellent  salary  and 
'  benefits.  Send  resume  to  Oakland  Tri- 
I  bune.  Personnel,  PO  Box  24304,  Oak- 
I  land  CA  94623.  EOE. 

♦ 

WHAT  HELPS  US 
HELPS  US 
HELP  YOU 


To  expedite  your  questions, 
claims  and  payments  regard- 
ing  classified  invoices, 
please  RETURN  THE  YEL¬ 
LOW  COPY  OF  THE  INVOICE 
WITH  YOUR  PAYMENT,  and 
refer  to  the  invoice  number  in 
all  correspondence  regard¬ 
ing  your  bill.  This  will  assure 
proper  credit  to  your 
account. 


i  THANK  YOU: 
E&P  CLASSIFIED 
DEPARTMENT 


45 


HELP  WANTED 
ADVERTISING 


HELP  WANTED 

BROADCAST  JOURNALISM 


HELP  WANTED 
CIRCULATION 


HELP  WANTED 
CIRCULATION 


EXPERIENCED  ADVERTISING  person  j 
needed  to  solicit  ads  for  national  I 
magazine.  Design  and  layout  skills,  as 
well  as  knowledge  of  outdoors  very  help¬ 
ful.  Send  resume  to  K.  Kirn,  2662  Can-  i 
non  Point  Court  2B,  Columbus  OH  ] 
43209. 


NEV^SPAPER  Advertising  Sales— 
Rapidly  expanding  newspaper  group  has 
a  solid  career  opportunity  for  an 
experienced  outside  salesperson. 
Responsibilities  include:  developing  ! 
new  business,  as  well  as  servicing  | 
established  accounts.  Layout  and  copy  ! 
writing  experience  helpful.  Good  starting  | 
salary,  bonus  and  incentive  program,  j 
company  paid  benefits.  Interested 
candidates  should  send  resume  and  | 
cover  letter  to:  Jack  O'Rourke,  The  Prin-  i 
ceton  Packet,  PO  Box  350,  Princeton  NJ  | 
08542.  EOE.  1 


“PENNY  SAVER”  CAREERS 

Please  send  resume  with  $  history  tO: 
Multi-Media,  7616  Lindley  Av,  Reseda 
CA  91335.  Or  leave  day  and  night  #s  at 
(213)  344-7177. 


ADVERTISING  DIRECTOR  | 
Newspaper  of  29,000  daily  and  Sunday  I 
in  Zone  2  seeks  an  advertising  director 
with  a  strong  sales  background,  people  ' 
oriented,  excellent  communication,  ! 
planning  and  motivation  abilities  to  I 
direct  a  staff  of  18  employees,  including 
managers  and  supervisors.  No  phone 
calls  please.  All  inquiries  will  be  held  in 
confidence.  Send  resume  to: 

Tamara  Del  Vere 
PO  Box  848 
Uniontown  PA  15401 


CLASSIFIED  ADVERTISING 
TELEPHONE  SALES  SUPERVISOR 
The  Columbian  newspaper,  in  Vancouv¬ 
er,  Washington  needs  an  experienced 
newspaper  classified  advertising  tele¬ 
phone  sales  supervisor  for  a  staff  of  12. 
Must  have  thorough  knowledge  of  classi¬ 
fied  telephone  salesroom,  proven  ability 
to  supervise,  motivate  and  train  sales¬ 
people.  Salary  $1884-$2153  to  start 
depending  on  experience,  plus  full  time 
benefits.  Send  letter  and  resume 
including  salary  history  to  The  Col¬ 
umbian,  Attention  Personnel 
Department,  PO  Box  180,  Vancouver 
WA  98666.  All  replies  confidential. 

Equal  Opportunity  Employer 


ARTIGRAPHICS 


EDITORIAL  ARTIST/ART  DIRECTOR  for 
medium-sized  Zone  9  AM  who  combines 
creativity  and  news  judgment.  Applicant 
should  be  skilled  at  producing  news 
graphics  on  deadline,  working  with 
color,  and  able  to  lead  an  art  department 
of  3  people.  Help  us  become  the  most 
attractive  paper  in  the  Northwest.  Send 
resume  and  work  samples  to  Box  6670, 
Editor  &  Publisher. 


NEWSPAPER  ARTIST  for  morning  daily, 
circulation  310,000.  Emphasis  on 
informational  graphics  and  illustration. 
Send  resume  and  samples  to:  Wendy 
Govier,  Art  Director,  The  Arizona 
Republic,  Box  1950,  Phoenix  AZ 
85001. 


DRAW  YOUR  OWN 
CONCLUSIONS 

About  the  most  effective 
medium 

in  the  newspaper  field! 
Place  an  E&P  Classified 
and  you'll  get  the  picture! 
(212)  752-7050 
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INTERNATIONAL  BROADCASTING 
IN  SPANISH 

The  Voice  of  America  is  starting  a  new 
radio  sen/ice  to  Cuba  and  is  seeking  ap- 
plications  from  persons  who  are 
knowledgeable  regarding  Cuban  affairs. 
Fluent  in  Spanish  and  experienced  in 
some  aspects  of  broadcasting,  writing, 
editing,  announcing,  producing  or 
research.  Employment  opportunities 
exist  at  all  levels.  Most  positions  are 
Washington  DC  based  and  all  offer  a 
wide  range  of  benefits  including  a  liberal 
vacation  and  sick  leave  program,  health 
and  life  insurance  program  and  retire¬ 
ment  program.  Salaries  are  com¬ 
mensurate  with  experience.  Applicants 
should  send  resume  or  personal  quali¬ 
fications  statement  (SF  171)  which  can 
be  picked  up  at  most  United  States  Gov¬ 
ernment  facilities.  Mail  to  Voice  of  Amer¬ 
ica,  Office  of  Personnel,  Recruitment 
and  Placement  Division,  Room  1192, 
330  Independence  Av,  SW,  Washington 
DC  20547.  VOA  is  an  equal  opportunity 
employer.  \ 


E&P  CLASSIFIEDS 
The  Industry's  Marketplace 
(212)  752-7050 


CIRCULATION 


ASSISTANT  CIRCULATION 
MANAGER 

Large  metro  is  looking  for  a  strong  mana¬ 
ger  thoroughly  grounded  in  all  phases  of 
circulation. 

1)  Minimum  10  years  experience  in 
newspaper  circulation. 

2)  5  years  supervisory  experience. 

3)  College  degree  preferred,  but  not 
required. 

4)  Problem  solving  and  long  range 
planning  a  plus. 

$35,000  plus  to  start,  depending  on 
experience.  Excellent  benefits.  Zone  9. 
Send  resume  and  salary  history  to  Box 
6644,  Editor  &  Publisher, 


CIRCULATION/MARKETING 
Specialist  wanted  with  strong  sales  and 
sales  promotion  experience.  Important 
new  responsibi  I  ities  with  aggressive  sub¬ 
urban  newspaper  wanting  to  expand 
circulation  sales  promotion  activities  in 
all  areas.  Candidate  should  also  demon¬ 
strate  successful  promotional  support 
for  telephone  and  crewing  sales  efforts. 
Needs  solid  knowledge  of  circulation 
plus  strong  self-motivation.  Located  in 
Mid-Atlantic  region.  Reply  in  confi¬ 
dence.  Box  6589,  Editor  &  Publisher. 


CIRCULATION  MANAGER 
Small  morning  daily  group  owned  Zone  2 
looking  for  results  oriented  circulation 
manager.  Ideal  for  #  2  person  looking  to 
move  up.  Good  benefit  package, 
$15,600  to  start  plus  bonus  and  profit 
sharing.  Send  resume  to  Box  6622,  Edi¬ 
tor  &  Publisher. 


ASSISTANT  CIRCULATION  MANAGER  i 
Large  group  needs  aggressive,  self- 
motivator  for  23,000  daily  in  Zone  9. 
Must  have  a  minimum  of  4  years  circula¬ 
tion  experience.  Excellent  compensa¬ 
tion  and  the  opportunity  to  advance  in 
the  Group.  Send  resume  to  Box  6578,  j 
Editor  &  Publisher. 


AGGRESSIVE  goal  and  growth  oriented  i 
Circulation  Manager  for  privately  owned 
daily.  5000  circulation  with  plenty  of 
potential.  Nice  town,  good  area.  Send 
resume  with  salary  requirements  to: 
Publisher,  The  News-Republican,  PO  ' 
Box  100,  Boone  lA  50036;  (515)  432-  1 
1234.  i 


MAJOR  NEWSPAPER  in  Zone  6  is  look-  1 
ing  for  career  oriented  circu  lators  to  han-  I 
die  4000  to  10,000  circulation  offices.  ! 
Excellent  advancement  opportunities  j 
and  benefit  package.  Be  judged  on  sales 
and  service.  Starting  salary  in  high  teens  I 
to  low  twenties.  Send  resume  to  Box  ! 
6626,  Editor  &  Publisher.  I 


SINGLE  COPY  SALES  MANAGER  j 
Zone  2  daily  seeks  individual 
experienced  in  single  copy  sales. 
Excellent  starting  salary  and  a  full  range  I 
of  company  paid  benefits.  Please  con-  ! 
tact  Ben  Cannizzaro,  DAILY  RECORD,  I 
55  Park  PL,  Morristown  NJ  07960; 
(201)  538-2000. 


ZONE  MANAGERS 

Due  to  planned  expansion  and  recent 
promotions,  the  Washington  Post  has 
several  openings  for  Circulation  Zone 
Managers.  We  are  looking  for  highly 
motivated  individuals  with  proven  man¬ 
agement  experience  in  the  home  delivery 
area.  Candidates  must  possess: 

•  Strong  sales  orientation 

•  Appreciation  of  the  importance  of  serv¬ 
ice  and  subscriber  goodwill 

•  Positive  field  orientation 

•  Ability  to  train  and  motivate 
independent  distributors  in  a  wide  vari¬ 
ety  of  environments  (urban,  suburban, 
rural) 

•  Excellent  people  skills  ad  organization¬ 
al  ability 

•  Solid  record  keeping  skills 

•  Familiarity  with  demands  of  TMC 
Excellent  benefits  and  salary  (com-  j 
mensurate  with  experience)  plus  MBO. 
Are  you  interested  in  a  challenging 
position  as  a  member  of  a  diverse, 
energetic  circulation  team  on  a  news¬ 
paper  with  a  great  tradition  and  a  record 
of  consistent  growth?  Then  send  detailed 
resume,  including  salary  requirements 
to: 

The  Washington  Post 
Box  P8230 
1150  15th  Street  NW 
Washington  DC  20071 
We  are  an  equal  opportunity  and  affirma¬ 
tive  action  employer. 


CIRCI  I-ATION  SALES  MANAGER 
S60-80,00W/year 

Dynamir  V(e.st  cna.sl  regional  with  150M  ABC  cirrulatioii  ik-pcIs  high- 
pttwpred  dirppt-marketiiig  ispppialist.  Should  havp  tmt.staiidiiig  hark- 
grouiid  in  direct  mail,  single  copy  free-stantling  inserts,  telephone  and 
other  methods  of  new  and  renewal  suhseription  sales.  Heavy  emphasi.s  on 
new  eireulation  development.  This  is  a  hands-on  position  and  reijuires  a 
super-eni-rgetie  professional  wh^t  ean  write  copy,  produee/emtrdinate 
graphics  ami  execute  eoneept-to-mailho\  promotions  quickly.  Must  relate 
to  outdoors  (fishing/hunting).  Full-time  art  and  eompositi<»ii  department, 
4-eidor  Goss  Press  anil  $1.5  million  promotional  budget  at  your  disposal. 
DifFieult  joh,  long  hours,  plenty  of  responsihility/freedom.  New  BMW/ 
Mercedes,  nice  henefits  and  6t)-80K  first  year,  available  for  right  person. 
Current  Circulation  Director  retiring.  Rush  resume,  cover  letter  and 
samples  of  last  three  promos  to; 

H»x  662.S,  Etiitiir  &  Publiaher. 


CIRCULATION  DIRECTOR 
The  Post-Bulletin,  a  40,000  6-day  eve¬ 
ning  publication  located  in  Rochester, 
Minnesota,  is  currently  seeking  a  quali¬ 
fied  individual  for  the  position  of  circula¬ 
tion  director. 

Candidates  should  be  experienced  in  all 
phases  of  circulation  management,  and 
have  demonstrated  leadership  ability  in 
a  previous  position.  In  addition,  appli¬ 
cants  should  understand  marketing  con¬ 
cepts  as  they  relate  to  circulation. 

Our  circulation  base  is  85%  paid  in  adv¬ 
ance  and  has  shown  consistent  growth 
over  several  years  due  in  part  to  one  of 
the  most  advanced  circulation  systems 
in  the  industry. 

We  offer  the  opportunity  to  work  with  a 
progressive  mangement  team  and  adv¬ 
ance  some  of  the  latest  concepts  in 
newspaper  marketing. 

Send  complete  resume  including  salary 
history  and  requirements  in  total  confi¬ 
dence  to  Bob  Hill,  General  Manager, 
Post-Bulletin,  Box  61 18,  Rochester  MN 
55903. 


CIRCULATION  MANAGER  needed  for  5- 
day  Oklahoma  daily,  9000  circulation. 
$350  per  week.  Call  (405)  341-2289. 


EDITORIAL 


NATIONAL  PUBLICATION  seeks  to  fill 
position  of  Articles  Editor.  Duties 
include  directing  and  supervising  per¬ 
sonnel  engaged  in  selecting,  gathering, 
and  editing  national  and  international 
news  and  news  photographs  for  publica¬ 
tion.  The  Articles  and  Editor  will  assign 
coverage  of  news  events  to  members  of 
the  reporting  and  photo  staff;  will  review 
news  copy  and  confer  with  other  execu¬ 
tive  staff  members  regarding  allocation 
of  news  space;  will  send  copy  to  copy 
desk  for  editing  and  will  review  edited 
copy;  will  be  responsible  for  hiring  and 
managing  members  of  reporting  staff. 
Must  have  at  least  10  years  total 
experience  in  position  of  responsibility 
as  Editor  or  Assistant  Editor  for  a  major 
news  publication,  which  must  include  at 
least  4  years  in  a  position  of  responsibil¬ 
ity  handling  national  and  international 
news.  Salary  $61,222  per  year.  9  am  to 
5  pm,  Monday  through  Friday.  This  is  a 
salaried  position  which  will  require  over¬ 
time  work  as  dictated  by  business  needs. 
Send  resume  to;  NATIONAL  ENQUIR¬ 
ER,  Lantana  FL  33464. 


MANAGING  EDITOR 
Experienced  take  charge  individual  for 
fast  growing  daily  in  highly  competitive 
Southeastern  Louisiana  market.  Must 
have  good  news  judgment,  strong  layout 
skills  and  be  able  to  train,  direct  and 
motivate  staff  of  7.  Box  6666,  Editor  & 
Publisher. 


MANAGING  EDITOR  for  18,500circula- 
tion  6  day  locally-oriented  newspaper. 
Must  have  management  experience  and 
background  in  all  phases  of  newsroom 
operation.  We  seek  a  flexible,  shirt¬ 
sleeve  editor  who  will  fill  a  role  both  in 
the  company  and  community.  Advance¬ 
ment  possible.  Excellent  growing  com¬ 
munity.  Commensurate  salary  and  fringe 
benefits.  Send  complete  resume  to  Ed 
Lehman,  Publisher,  Daily  Times-Call, 
PO  Box  1033,  Longmont  CO  80501. 


OPENING  for  managing  editors  on  suc¬ 
cessful  progressive  weekly  newspapers 
in  Western  Massachusetts  and  (Con¬ 
necticut.  Editing,  administrative  and 
layout  experience  required.  We're  look¬ 
ing  for  people  with  strong  overall  quali¬ 
fications  and  high  energy.  Send  resume 
and  salary  requirements  to  Nielson,  c/o 
Hartford  Advocate,  30  Arbor  St,  Hartford 
CT  06106. 


EDITOR  &  PUBLISHER  for  December  3,  1983 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


NIGHT  CITY  EDITOR  forThe  Missoulian, 
a  32,000-circulation  regional  paper  of 
Western  Montana.  Job  includes  night  su¬ 
pervisor  of  an  11-member  city  staff, 
editing  responsibility  for  a  weekly  arts 
and  entertainment  tabloid  and  a  weekly 
outdoors  page.  Successful  applicant 
must  have  a  minimum  of  2  years  of  copy 
editing  experience,  be  adept  at  planning 
and  supervising  while  meeting  very 
specific  deadlines.  Send  letter,  resume 
and  tearsheets  to:  Bobbie  Engelstad, 
Personnel  Director,  Missoulian,  PO  Box 
8029,  Missoula  MT  59807  by  Friday, 
December  30. 


MAGAZINE  WRITER 
We’re  looking  for  a  seasoned  writer  and 
reporter  who  is  willing  to  undertake  a 
variety  of  assignments.  We  need  a  per¬ 
son  with  lots  of  ideas  who  can  juggle 
several  projects  at  once.  The  writer  will 
be  assigned  primarily  to  our  Sunday 
Magazine,  but  will  also  contribute  to 
other  feature  sections  of  the  Dayton  Dai¬ 
ly  News  and  The  Journal  Herald.  Please 
send  cover  letter,  resume  and  six  clip¬ 
pings  to  Ralph  Morrow,  Editor,  The 
Magazine,  Dayton  Newspapers,  Inc., 
Dayton  OH  45401. 

AGGRESSIVE,  SELF-MOTIVATED 
reporters  with  concise  writing  style 
needed  for  26,000-30,000  circulation 
newspaper  in  West  Texas.  One  for  gener¬ 
al  assignments,  other  for  business  writ- 
ing.  Must  have  about  two  years 
experience  on  daily  and  VDT  knowledge. 
Political  reporting  background  helpful 
for  general  assignments;  interest  in  busi¬ 
ness  writing  essential  for  business- 
energy  writer.  Self-starters  only. 
Excellent  benefit  package  for  pros  who 
are  quality-oriented.  Specify  which 
position  and  send  resume  and  clips 
(including  features,  news  and  enter¬ 
prise)  to  Jim  Servatius,  Editor,  Reporter- 
Telegram,  PO  Box  1650,  Midland  TX 
79702. 


I  - 

FARM  EDITOR/reporter  needed  for  fast 
growing  statewide  farm  newspaper  in 
!  North  Carolina.  Photography  and  layout 
I  experience  a  plus.  Send  resumes  tO: 
Farm  Editor,  PO  Box  1088,  New  Bern 
I  NC  28560. 

I 

j  BUSINESS  WRITER — Newly  expanded 
i  business  section  needs  additional  repor- 
1  ter.  Three  years  previous  business- 
1  writing  experience  required.  Back- 
1  ground  in  finance  a  plus.  Send  clips, 
resume  and  cover  letter  to:  Karen  Brune, 
Business  Editor,  The  Florida  Times- 
Union/Jacksonville  Journal,  PO  Box 
1949-F,  Jacksonville  FL  32231. 


AUTO  WRITER 
Leading  automotive  trade  paper  seeks  [ 
top  level  automotive  reporter.  Must  have  i 
first  class  credentials.  Send  resume  to  ! 
Bob  Lienert,  965  E  Jefferson,  Detroit  Ml  ! 
48207.  Equal  opportunity  employer.  j 

BUSINESS  EDITOR  i 

Fast-growing,  Zone  9  daily  of  50,000 
circulation  has  immediate  opening  for  a 
business  editor.  Job  entails  supervising 
staff  of  3  reporters  as  well  as  reporting. 
We  need  someone  with  a  thorough 
understanding  of  journalism  and  how  to 
apply  it  to  business  coverage.  Editing 
experience  required.  Ours  is  a  Pulitzer 
prize-winning  newspaper  and  deserves  a 
business  editor  of  like  ability.  Applicants 
should  send  resume,  an  explanation  of 
your  ideas  on  business  coverage  and  sal¬ 
ary  history  to  Box  6587,  Editor  &  Pub¬ 
lisher. 


ATTEIVnON 
AMERICA’S 
BRIGHTEST 
COPY  EDITORS 

The  Boston  Herald,  .4merica'’8 
brightest  new  newspaper,  is 
searching  the  country  for 
talented  copy  editors.  We  want 
people  who  can  make  a  tabloid 
page  sing.  They  must  be  the  tops 
at  layout,  making  the  most  of  a 
photo,  and  writing  powerful 
headlines.  For  people  with  ideas 
and  ambition  who  thrive  on 
pressure  and  hard  work,  the 
new  Boston  Herald  offers  the 
chance  of  a  lifetime.  If  you  think 
you  have  what  it  takes,  write  to: 

Joe  Robinowitz,  Editor 
The  Boston  Herald 
1  Herald  Square 
Boston  MA  02106 


COPY  EDITOR 

A  30,000  circulation  daily  in  a  highly 
competitive  market  is  seeking  a 
deadline-oriented,  versatile  copy  editor 
with  a  strong  background  in  creative 
graphics  and  modular  makeup.  Three 
years  experience  a  must.  Send  resume  to 
Allan  Kort,  The  Daily  Evening  Item,  PO 
Box  951,  Lynn  MA  01903. 

ASSISTANT  CITY  EDITOR 
$30,000-1- 

The  weekly  STAR  is  seeking  an  Assistant 
City  Editor  for  its  head  office  in 
Westchester  County,  New  York.  Appli¬ 
cants  must  have  city  desk  experience  on 
a  major  daily  newspaper  or  similar 
experience  with  a  national  magazine. 

Send  resumes.  Do  not  call. 

Managing  Editor 
THE  STAR 

730  3rd  Av,  New  York  NY  10017  .  ____ 

EDITOR  &  PUBLISHER  for  December  3,  1983 


COPY  EDITOR 
SAN  JUAN,  PUERTO  RICO 
Largest  English  language  newspaper  in 
the  Caribbean.  47,500  weekly  circula¬ 
tion.  Business  and  finance.  Seeking  a 
person  with  excellence  in  news 
judgment,  language  usage,  attention  to 
detail  and  ability  to  write  informative 
headlines  that  are  not  cute  but  tell  the 
story  directly  and  concisely.  Must  have 
strong  reporter  writing  skills  and  be 
imaginative.  Will  be  involved  with  lay¬ 
out.  The  person  we  seek  must  be 
resourceful,  hard  working,  have  rewrite 
skillsand  an  eye  for  accuracy  and  clarity. 
Attention  to  detail  a  must  to  work  with 
Editorial  Department  of  ten  reporters  in  a 
challenging  environment  in  which  noth¬ 
ing  less  than  the  best  will  be  accepted. 
Fairly  fluent  Spanish  as  a  second  lan¬ 
guage  is  a  must.  Minimum  five  years 
experience  in  journalism  required. 

Send  cover  letter  explaining  you're  fit 
with  these  requirements,  a  resume  and 
clippings  tO:  Editor-in-Chief,  Caribbean 
Business,  Box  6253,  Loiza  Sta,  San 
Juan,  Puerto  Rico  00914. 


AGGRESSIVE,  growing  PMs  sports  sec¬ 
tion  seeks  wire  editor  with  creative  touch 
and  solid  grammar  skills  to  rewrite  wire 
copy  into  lively,  readable  stories,  free  of 
cliches.  Headline  writing  also  required. 
Some  desk  work  involved.  Experience 
preferred.  Send  resume  to  Tim  Morris, 
Sports  Department,  Tulsa  Tribune,  PO 
Box  1770,  Tulsa  OK  74102. 


E&P  CLASSIFIEDS 
PRODUCE  JOBS 
FOR  NEWSPAPER  PEOPLE 


MANAGING  EDITOR — National  assoc i a-  | 
tion  publishing  profitable  four-color,  . 
monthly  magazine,  120-1-  pages  with  | 
heavy  advertising,  30,000  circulation,  : 

1  seeks  experienced  managing  editor.  The  j 
j  ideal  candidate  for  this  position  will  be 
;  both  a  facile  writer  and  a  good  business 
j  manager.  This  position  requires  a  take-  , 
j  charge  person  whowill  be  responsible  for  i 
i  editorial  planning,  writing  some  feature  ^ 
1  and  news  stories,  budgeting,  and  : 

I  supervisingan  editorial,  circulation,  and  , 
I  production  staff  of  four.  Submit  resume  | 
j  and  sample  of  your  current  publication,  j 
I  Salary  commensurate  with  experience,  t 
WASTE  AGE,  Suite  512,  1739  Rhode 
!  Island  Av,  NW,  Washington  DC  20036.  : 
:  No  phone  calls  please.  { 


j  AGGRESSIVE  AM  daily  of  65,000  seeks 
1  a  good  copy  editor  with  a  cove  of  words 
j  and  the  willingness  to  challenge.  Send 
i  resumes  and  examples  to  Managing  Edi- 
I  tor,  Birmingham  Post-Herald,  Box 
i  2553,  Birmingham  AL  35202. 


FEATURES  EDITOR 

i  European  Stars  &  Stripes,  American 
I  newspaper  published  in  Germany,  is  ; 
j  looking  for  an  assistant  managing  editor  \ 
I  (features  editor),  responsible  for  com-  1 
position  and  makeup  of  the  daily  feature  j 
pages  selecting  items  and  articles  for  i 
I  publication  from  a  large  amount  of  raw 
I  news  material.  Also,  supervises  output  i 
of  20-page  weekly  magazine.  Directs  the  j 
activities  of  5-7  editors/writers.  Candi-  ; 
date  must  have  a  minimum  of  3  years  i 
general  and  3  years  specialized  I 
experience,  to  include  good 
understanding  of  planning,  managing 
and  organizing  material  to  be  published. 

!  $29,374  per  annum,  plus  tax  free  living 
j  allowance  of  up  to  $6300  per  annum  for 
I  employees  with  family  or  $4500  without 
family.  Also  group  insurance  and  round 
trip  relocation  reimbursement.  Appli¬ 
cant  must  send  full  resume  and  make 
reference  to  this  advertisement. 
Application  must  be  postmarked  on  or 
before  12  December  and  must  be 
I  addressed  to  The  Civilian  Personnel 
1  Office  (New  York  Operations),  252  7th 
Av,  Room  401,  New  York  NY  10001. 


FEATURE  EDITOR:  New  England  PM 
daily  needs  idea  person  who  can  interest 
reporters  in  lifestyle,  religion,  food  and 
business  stories.  Supervisory  and  layout 
experience  preferred.  Send  resume, 
page  samples  to  Box  6648,  Editor  & 
Publisher. 


HIGH-TECH  newsletter  publisher  seeks 
managing  editor  for  permanent  position 
with  growth  opportunities.  No  technical 
education  is  required,  but  strong  WRIT¬ 
ING,  RESEARCHING  and  PEOPLE 
MANAGING  skills  are  needed.  Candi¬ 
date  must  be  willing  to  relocate  to  San 
Diego,  California.  Starting  salary  $25- 
$30  thousand,  commensurate  with  abil¬ 
ity.  Send  resume  and  samples  of  recent 
work  in  confidence  to  Box  6652,  Editor 
&  Publisher, 


KEY  EDITOR  for  Connecticut's  fastest 
growing  newspaper.  Experienced  person 
with  top  writingand  editing  skills  needed 
for  10,000  circulation  weekly,  national 
award  winner.  Good  salary,  growth 
potential.  Resume,  work  samples  to  Box 
6635,  Editor  &  Publisher. 


ASSISTANT  LIBRARIAN 
Metro  newspaper  has  an  opening  for  an 
assistant  librarian.  Person  should  have 
experience  in  a  newspaper  library  with 
leadership  ability  to  help  lead  the  staff  in 
traditional  library  functions  with  an 
emphasis  on  electronics.  Send  resume 
and  salary  requirements  to  Box  6662, 
Editor  &  Publisher. 


ENTRY  LEVEL  editorial  position  avail¬ 
able  on  staff  of  international 
photographic  trade  association.  Pre¬ 
ferred  candidate  should  have  bachelor's 
degree  in  Journalism.  Send  resume  and 
three  published  news  and  feature  writing 
samples  to  Monica  Smiley,  associate 
director  of  communications.  Photo 
Marketing  Association  Inernational, 
3000  Picture  Place,  Jackson  Ml  49201. 
No  phone  calls. 


GROWING  40,000  circulation  Southern 
California  daily  seeks  to  fill  key  copy 
desk  position.  Applicant  must  have 
reporting  experience,  good  editing  skills 
and  a  demonstrated  flair  for  layout.  Send 
letter,  work  samples  and  references  to 
Box  6650,  Editor  &  Publisher. 


REPORTER, PHOTOGRAPHER 
immediate  opening  at  family-owned, 
11,300  county  seat  newspaper  in  Cen¬ 
tral  Ohio  (weekday  PM/Saturday  AM). 
Position  is  for  a  general  assignment 
reporter  covering  a  city  beat,  some  high 
school  and  small  college  sports,  and  fea¬ 
ture  writing.  Experience  in  both  news¬ 
writing  and  photography  required.  Dar¬ 
kroom  experience  a  plus,  but  not  a  must. 
Nice  community,  sound  company  with 
good  pay  and  benefits.  Chance  for 
advancement.  Send  clips  and  resume  to 
Box  6604,  Editor  &  Publisher. 


EDITORIAL  WRITER,  medium-sized 
Zone  2  coast.  Good  writer.  Emphasis  on 
local  issues.  $20,000  range.  Write  Box 
6610,  Editor  &  Publisher. 


SPORTS  DESK  PERSON 
:  Super  sharp  sports  desk  person  needed 
!  for  fast  moving  California  AM  of  80,000 
;  circulation.  We  are  seeking  the  right  per- 
I  son  for  slot  and  desk  position  in 
!  expanded  sports  section.  Duties  will 
I  include  page  makeup,  copy  editing, 

I  headline  writing,  etc.  Little,  though 
i  some  writing.  This  prson  will  be  number 
■  two  slot  man  behind  assistant  sports  edi- 
I  tor.  Good,  sharp headlinewritinga  must. 

'  Imaginative  layout  and  design  skills  are 
'  necessary.  Also  knowledge  of  working 
I  with  both  spot  color  and  full  color  photo¬ 
graph.  We  are  going  to  new  offset  press 
I  January  2  and  will  be  using  color  daily, 
i  Do  not  apply  unless  you  have  minimum 
I  of  three  years  full  time  experience  on 
;  desk  of  daily  newspaper  and  are  obvious¬ 
ly  above  average.  Good  pay,  good  prod- 
I  uct.  Please  send  resume,  references  and 
!  tearsheets  of  layouts.  No  calls.  Send  to 
I  Chuck  Roames,  Assistant  Managing  Edi- 
I  tor.  The  Californian,  PO  Bin  440, 
'  Bakersfield  CA  93302. 


COPY  EDITOR 

I  Excellent  opportunity  for  copy  edit- 
!  ing  pro  at  one  of  New  England's  top 
j  metros. 

Applicant  should  have  reporting 
background  with  several  years  pro- 
\  gressive  desk  experience  on  a  daily 
paper.  VDT  exposure,  and  demon- 
I  strated  career  growth. 

'  If  you  feel  ready  to  move  up  to  a 
i  quality  operation,  we  offer  an 
excellent  challenge,  growth  poten- 
I  tial,  salary  and  benefits. 

Send  resume  to: 

I  Providence  Journal  Co. 

Paul  T.  Reeve 
Personnel  Administrator 
75  Fountain  St. 
Providence,  Rl  02902 

1 

!  Equal  Opportunity  Employer 
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HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
PRESSROOM 


COPY  DESKMAN  wanted  for  100,000 
circulation  Las  Vegas  Review-Journal. 
Must  have  minimum  of  two  years 
experience.  Write  News  Editor,  Wayne 
Stewart,  Review-Journal,  PO  Box  70, 
Las  Vegas  NV  89 1 25.  An  equal  opportu¬ 
nity  employer. 


EDITORIAL  PAGE  EDITOR:  Sound  rea-  i 
soning  skills  and  clear,  persuasive  writ¬ 
ing  a  must.  To  edit  editorial  page,  share  ! 
editorial-writing  duties  at  moderate/  I 
conservative  six-day  daily,  circulation  j 
27,000.  Editorial  writing  experience 
helpful  but  not  mandatory.  Send 
resume,  writing  samples  to  The  Monroe 
Evening  News,  PO  Box  1176,  Monroe  Ml 
48161. 


STAFF  REPORTER— The  Standard-  j 
Times,  a  50,000  PMer  with  Sunday  edi¬ 
tion  in  Southeast  Massachusetts  is  seek-  ! 
ing  NEW  applications  for  staff  reporter.  ] 
We  seek  a  disciplined,  creative  and  self- 1 
starting  individual  with  superlative  writ- 1 
ing  ability.  A  minimum  of  2  years  daily  i 
newspaper  experience  is  required.  Pref- 1 
erence  given  to  Zone  1  candidates.  This  ' 
is  not  a  novice  assignment-we  want  only  I 
applicants  with  proven  writing  ability. 
Write  David  L.  Swearingen,  Managing : 
Editor,  The  Standard-Times,  PO  Box  D- ; 
192,  New  Bedford  MA  02742.  Send 
resume,  references,  clips  and  letter  tell- 1 
ing  us  about  yourself.  No  phone  calls,  ! 
please.  , 

WE'RE  SEEKING  a  reporter  with  good  ] 
writing  and  reporting  skills  plus  back¬ 
ground  in  arts  to  join  our  talented  staff. 
Combination  arts  and  hard  news  beat. 
Interview  required  of  finalist  at  appli¬ 
cant's  expense.  Excellent  salary  and 
benefits,  no  moving  expenses.  Send 
resume,  clips  and  references  to  Per¬ 
sonnel  Manager,  Walla  Walla  Union- 
Bulletin,  PO  Box  1358,  Walla  Walla  WA 
99362.  EEO. 


STRIKING  LAYOUTS  and  catchy  head¬ 
lines  written  on  deadline:  those  are  the 
qualities  we're  seeking  from  an  editor  to 
work  on  our  sports  desk.  We've  assem¬ 
bled  a  strong  crew  of  writers,  photo¬ 
graphers,  and  artists,  and  believe  we  are 
on  the  way  to  producing  one  of  the  most 
dynamic  sports  sections  in  the  Northw¬ 
est.  The  pace  is  high,  but  so  is  the  oppor¬ 
tunity.  If  you  think  you'd  fit  in,  send  a 
resume  and  work  samples  to  Box  6668, 
Editor  &  Publisher. 


EDITOR/ASSOCIATE  PUBLISHER 
The  Chicago  Catholic,  major  metropoli¬ 
tan  religious  weekly  newspaper,  for  the 
Archdiocese  of  Chicago.  Send  resume 
to:  The  Chicago  Catholic  Search  Com¬ 
mittee,  Archdiocese  of  Chicago,  PO  Box 
1979,  Chicago  IL  60690, 


LIFESTYLES  EDITOR  able  to  motivate 
and  build  reporting  skills  of  eight-person 
staff.  Job  requires  no  layout  ability-we 
have  a  copy  editor  and  designer.  We  are 
looking  for  someone  who  puts  a  premium 
on  planning,  working  closely  with  writ¬ 
ers,  and  strong  use  of  language.  Proven 
*"oCk  record  important.  We  publish  a  dai¬ 
ly  features  section,  and  a  variety  of 
weekend  sections  including  a  Sunday 
magazine.  Send  a  resume  and  work  sam¬ 
ples  to  Box  6669,  Editor  &  Publisher. 


MANAGING  EDITOR 
Seasoned  mature  managing  editor 
needed  for  fast-growing  community  daily 
newspaper  in  the  San  Francisco  Bay 
area.  Editing  and  administrative  back¬ 
ground  and  skills  are  required.  Person 
selected  will  be  a  take-charge  editor  who 
can  roll  up  their  sleeves  for  inside  work 
and  roll  them  down  for  community 
activities.  References  and  resume  re¬ 
quired.  Salary  negotiable.  Box  6599, 
Editor  &  Publisher. 

48 


OUR  PRIZE  WINNING  small  daily  in 
Zone  5  needs  a  reporter  for  hard  news, 
features,  some  sports  and  a  copy  editor 
with  VDT  experience.  Both  positions 
start  at  $200-$275,  depending  on 
experience.  Congenial  staff,  pleasant 
area.  Reply  in  confidence  to  Box  6658, 
Editor  &  Publisher. 


SKILLED,  AMBITIOUS  reporter  for  prize 
winning  10,000  circulation  Connecticut 
weekly.  Competitive  salary.  Resume  and 
clips  to  David  Parker,  Managing  Editor, 
The  Litchfield  County  Times,  32  Main 
St,  New  Milford  CT  06776. 


SPORTS  EDITOR 

Experienced  at  editing  and  layout.  Must 
have  strong  supervisory  instincts  to  han¬ 
dle  medium-sized  staff  for  AM  daily. 
Strong  in  local  high  school  coverage. 
Send  resume  and  clips  to  Box  6605, 
Editor  &  Publisher. 


COPY  EDITOR 

Experienced  copy  editor  with  good  skills. 
Send  resume,  qualifications  and  salary 
requirements  to  Box  6636,  Editor  & 
Publisher. 


“HOW  TO  GET  HIRED  IN  JOURNAL¬ 
ISM"  For  information,  write:  Northwest 
Marketing  Limited,  Box  3658-J,  Lacey 

WA  98503. _  j 

LAYOUT  EDITOR  for  local  news  section  i 
of  50,000  circulation  Zone  2  daily. 
Experience  preferred.  Some  editing  re¬ 
quired.  Send  examples  of  work  to  Mike 
Mentrek,  The  Express,  Box  391,  Easton 
PA  18042. 


HEALTH 


WIRE  EDITOR — If  your  layout  skills  are  ! 
extraordinary,  your  news  judgment  keen  j 
and  well-rounded,  and  your  ambition  for 
promotion  iinrequitted,  try  us.  We're  a  I 
small.  Not  tern  Rockiesdailythatrecog-  i 
nizes  talent  and  knows  what  to  do  with  it. 
Box  6588  Editor  &  Publisher. 


WANTED— Managing  Editor/Executive 
Editor  for  5-day,  12,000  circulation  | 
south  Florida  newspaper.  Candidates  j 
must  be  community  newspaper  oriented  1 
with  management  skills  needed  to  direct 
staff  of  12.  Excellent  opportunity  for 
young,  experienced  news  person  anxious 
to  run  own  show.  Good  salary,  benefits. 
Send  resume  to  Box  6655,  Editor  &  Pub-  1 
lisher. 


REPORTERS — Quality  growing  region 
weekly  in  northern  Catskills.  Experience, 
accuracy,  speed,  willingness  to  work  all 
musts.  Benefits,  etc.  The  Mountain 
Eagle,  Hunter  NY  12442;  (518)  263- 
3897. 


RAPIDLY  GROWING  Sunbelt  daily  seeks  i 
experienced  reporter  and  veteran  desk  I 
man  as  it  expands  staff.  Call  or  write  i 
Managing  Editor,  Daily  Star,  Box  1149,  ! 
Hammond  LA  70404;  (504)  345-2579.  I 


TECHNICAL  EDITOR  | 

Southern  New  Hampshire  publisher  | 
seeks  technical  editor  for  amateur  radio 
magazine.  Excellent  written  and  oral 
communication  skills  required.  Adv¬ 
anced,  Extra  or  General  class  ham  radio 
license  required.  Knowledge  of 
microcomputers  helpful.  Call  Denise  at 
(603)  924-9471  for  information.  ] 


HEALTH 


NATIONAL  CANCER 
INSTITUTE 


Communications  Graduate  Internships 


Is  an  inlt*niship(ir  field  wi«  k  riK|uirt*d  for 
oiinplelion  of  your  jrrJ>duatt*de^ee? 

If  so,  you  may  ([ualify  for  the  National 
Camvr  Institutes  (iraduale  Internship  Program. 

( )i)|)tnlunilies  are  available  in  several  areas  in- 
dudiuK  scietKe  writing,  health  communications, 
public  inffinnalion,  infonnation  science,  and 
health  planning. 

Apjxiinlments  are  fora  six  month  iK‘ri(Ki 
l)ejdnninK  in  Januar>'  and  July  tif  each  year  with  a 
sjilary  of  $7.00(1  to  J^.tKH).  .Applicants  must  lx* 
cun  ently  enrolled  in  an  acat*dited  college  or 
university  under  a  ^p'aduate  projfnun  which  re- 
tjuires  a  w(»rk  assit^tnient  that  will  serve  as  a 
l)asis  for  the  completiim  of  jK'ademic  reciuire- 


ments  toward  a  jrraduate  defjree.  .Applications 
for  a  Januarv’  api)t)intnient  must  lx*  rt‘ceivt‘d  by 
(Klober  lU.  and  fi>r  a  July  apixiintmenl  applica¬ 
tions  must  lx*rm*ived  by  March  31. 

Toapply.  submit  an  SF-171  to: 

Nationul  Institutes  of  1  leulth 
Public  I  leulth  Serv  ice 
Nationul  CancxT  Institute 
9(M)0  K(x:kville  Pike,  Building  3 1 .  K(M)m  3A  IB, 
Ik'thesda.  MI)  20205 
Attention  Mrs.  .Mice  J.  Becton 
(301)  t9<>-B503 

A II  Equal  ( )ppininml\  Eniphnri 


JOB  LEADS 


WHAT  PR,  editorial  hirers  seek.  For 
I  newsletter  rates:  M.  Sternman,  68-38 
I  Yellowstone,  Forest  Hills  NY  11375. 


UBRARY 


LIBRARIAN 

The  Bakersfield  Californian  is  accepting 
i  applications  for  a  librarian.  The  position  | 
I  will  be  available  in  January.  At  least  5  j 
'  years  newsroom  library  experience  re-  I 
j  quired.  Applicants  should  be  prepared  to 
'  build  a  new  library  from  scratch.  Reason- 
!  able  knowledge  of  technology  necessary. 

]  We  are  77,000  daily  located  in  Califor- 
;  nia's  southern  San  Joaquin  Valley.  Re- 
1  sumes  and  a  letter  of  experience  should 
be  addressed  to  Bob  Bentley,  Managing 
Editor,  PO  Bin  440,  Bakersfield  CA 
I  93302. 


E&P  CLASSIFIEDS 
COMMUNICATE  WITH 
THE  COMMUNICATORS! 


MARKETING 


MARKETING  MANAGER 
22,000  Illinois  daily  newspaper  seeks 
aggressive  individual  with  BS  and/or 
marketing  degree  to  function  as  market¬ 
ing  manager  for  dai  ly  and  two  farm  week¬ 
ly  newspapers.  Person  we  seek  may  now 
be  advertising  manager  or  director,  or 
working  in  marketing  department  at  en¬ 
try-level  position  but  ready  to  move  up. 
Prefer  midwestern  experience.  Job  en¬ 
tails  staff  training,  demographic 
research,  competing  media  analysis, 
budget  preparation,  promotion,  etc.  in 
advertising  and  circulation  sales 
departments.  Immediate  opening.  Send 
resumes  tO: 

Box  6623,  Editor  &  Publisher. 


PRESSROOM  FOREMAN  WANTED 
We're  looking  for  a  quality-conscious 
person  who  can  join  us  and  help  to  hire  a 
team  of  qualified  individuals  to  operate  a 
14-unit  Urbanite  producing  USA  Today. 
This  job  is  specifically  for  the  USA  Today 
night  shift. 

This  truly  is  a  rare  opportunity  to  join  a 
privately  owned  newspaper  whose  own¬ 
ers  and  other  employees  are  interested  in 
producing  a  top-quality  daily  newspaper 
in  addition  to  the  printing  of  USA  Today. 
We  are  located  in  a  desirable  Midwestern 
community  that's  a  top-flight  place  to 
live  and  raise  a  family. 

We  are  looking  for  someone  with 
experience,  enthusiasm,  intelligence 
and  common  sense  who  shares  our 
interest  in  striving  for  excellence.  If  you 
are  that  person,  write  to  Box  6637,  Edi¬ 
tor  &  Publisher  in  confidence,  giving  full 
details  of  your  work  background,  listing 
qualified  persons  who  are  your  refer¬ 
ences,  and  giving  your  salary  history  and 
expectations.  Please  also  indicate  if 
there  is  any  obstacle  in  the  way  of  your 
starting  work  shortly-we'd  like  you  on 
board  soon  to  help  hire  your  crew. 


PRESSROOM  MANAGER 
The  Bryan-College  Station  Eagle,  a 
dynamic,  growing  daily  newspaper  in 
Bryan,  Texas,  with  30,000  circulation 
needs  pressroom  manager  with  at  least  5 
years  experience  in  pressroom  manage¬ 
ment.  Daily  process  color  work  on  9  unit 
Urbanite  with  pasters.  Heavy  com¬ 
mercial  work  load .  Send  resume  and  sal¬ 
ary  history  to  The  Eagle,  PO  Box  3000, 
Bryan  TX  77805;  (409)  779-4444. 


PRESSROOM  MANAGER  capable  of 
operating  7-unit  Goss  Urbanite,  camera, 
stripping,  and  plate  departments  for  7- 
day  Zone  8  daily.  Must  have  solid  history 
of  quality  and  be  demanding  of  others  for 
same,  (’rocess  color  and  commercial 
printing  experience  a  must.  Send 
resume  and  salary  history  to:  The  New 
Mexican,  c/o  Jerry  Quinn,  PO  Box  2048, 
Santa  Fe,  New  Mexico  87501. 


WE  ARE  SEEKING  facsimile  room  em¬ 
ployees  to  staff  a  new  printing  site  for 
USA  Today. 

Openings  exist  for  all  facsimile  systems 
jobs  in  our  location:  technician 
supervisor,  operator/technician,  and 
operator. 

All  positions  require  a  high  school 
education  or  the  equivalent.  Operator 
candidates  and  operator/technician 
candidates  should  have  knowledge 
about  photography  and/or  electronic 
equipment  and  high  mechanical  apti¬ 
tudes,  plus  newspaper  industry 
experience  related  to  the  use  of  modern 
typesetting  equipment  or  photographic 
processors.  Applicants  for  the  tech¬ 
nician/supervisor  position  should  have 
the  same  education  and  experience, 
plus  two  years  of  concentrated  training 
in  digital  computer  logic,  electronic  cir¬ 
cuitry,  and  computer  mathematics  such 
as  would  be  acquired  in  the  first  two 
years  of  a  technical  school,  and  one  or 
two  years  of  working  in  electronics  main¬ 
tenance  or  a  related  field. 

These  jobs  involve  night  work,  and  con¬ 
centrated  mental  effort,  in  computer- 
room  and  darkroom  environments. 
Employment  will  be  available  early  in 
1984  in  a  stimulating  Midwestern  city. 
If  you  are  qualified  and  interested,  write 
to  Box  6638,  Editor  &  Publisher  in  confi¬ 
dence,  sending  full  details  and  listing 
references  and  salary  history. 


Feature  Your  Feature  in 
FEATURES  AVAILABLE 
And  Watch  Your  Syndicate  Sales 
Soar! 


EDITOR  &  PUBLISHER  for  December  3,  1983 


HELP  WANTED 


_ PRODUCTION _ I 


BINDERY  FOREMAN 
Geneva  Lakes  Wisconsin  area  web 
publishing  company  has  an  immediate 
position  available  for  the  right  person.  To 
qualify  for  this  position  a  hands-on  back¬ 
ground  of  not  only  Macey  saddle  gatherer 
with  3  knife  trimmer  is  required,  but  a 
most  extensive  knowledge  of  newspaper 
inserts  and  mechanical  inserting  in 
multi  pubi  ications  and  zoning  is  an  abso¬ 
lute  must.  Write  Steve  Karstaedt,  Gener¬ 
al  Manager,  PO  Box  367,  Delavan  Wl 
531 15  or  call  (414)  728-3424  days,  or 
(608)  365-2441  evenings. 

DAILY,  ZONE  6,  has  opening  for  well- 
rounded  production  manager.  Quality 
newspaper  with  extraordinary  plant. 
Good  situation  if  you  want  to  step  up. 
State  salary  needs  in  your  reply.  Univer¬ 
sity  city.  Box  6665,  Editor  &  Publisher. 

NEWSPAPER  in  small  New  England 
town  seeks  experienced,  quality¬ 
conscious  offset  pressman  to  manage 
press-camera-platemaking  operations; 
familiarity  with  Goss  Urbanite  preferred, 
management  experience  helpful. 
Excellent  working  environment,  good 
benefits.  Attractive  community  sur¬ 
rounded  by  recreational  opportunities  of 
all  kinds.  Box  6612,  Editor  &  Publisher. 


CIRCULATE  YOUR  SERVICES 
to  the 

Newspaper  Industry! 

E  &  P  CLASSIFIEDS 
communicate  with  the 
World’s  Largest 
Newspaper  Audience! 

Call  (212)  752-7050 

PUBLIC  RELATIONS 

CORPORATE  PUBLIC  RELATIONS 
Wichita,  Kansas  opening  requiring  a 
degree  and  4-6  years  in  corporate  com¬ 
munications.  Skills  in  developing  trade 
publications,  image  projection  and 
speech  writing  important,  $30,000.  to 
start. 

Please  forward  resume  to  include  salary 
history  to; 

Larry  Coons 

William-Lawrence  and  Associates 
530  S.  Market,  Ste.  216 
Wichita,  KS  67202 
(316)  269-4010 

YOUNG  DESK  PERSON  for  small,  high 
quality  financial  public  relations  firm  lo¬ 
cated  in  New  York  City,  Head  press  sec¬ 
tion.  Work  with  corporate  clients.  Writ¬ 
ing  assignments.  Excellent  career  poten¬ 
tial.  Box  6656,  Editor  &  Publisher. 


GENERAL  MANAGER 
(Zone  3)  Ground  floor  opportunity  for 
individual  with  solid  background  in 
shoppers  and/or  marriage  mail.  Growing 
shopper  network  is  adding  another  major 
market.  This  position  will  initially  involve 
strong  personal  selling  abilities.  As 
publication  grows  you  will  hire,  train, 
and  manage  entire  profit  center.  Strong 
organizational  and  time  management 
skills  are  a  must  for  this  position.  High 
base  salary  plus  excellent  commission 
program.  Interested?  Send  resume  with 
salary  history  to  Box  6667,  Editor  &  Pub¬ 
lisher. 


POSITIONS  WANTED 


_ ACADEMIC  1 


FEATURES  EDITOR  of  large,  metrodaily  i  MAY  GRAD  seeks  an  entry  level  ' 
seeks  to  return  to  teaching.  Has  PhD  in  sportswriter’s  position  on  a  weekly  or  dai-  i 
journalism  and  experience  at  two  univer-  ly.  Plenty  of  clips  and  photos  to  show,  i 
sities.  Could  be  available  January  1984.  I  Not  afraid  of  hard  work.  Prefer  Zones  i 
Box  6647,  Editor  &  Publisher  or  call;  1,2,3  and  5.  Steven  C.  Wright,  RD  1, 
(503)  646-5379.  Box  540  Freedom  Rd,  Williamsport  PA 

_  17701;  (717)  322-6317.  ' 

NEWSPAPER  IN  EDUCATION  ppapuipc  crMTnD  i — ' 
SPECIALIST  GRAPHICS  EDITOR  looking  for 

Self  motivated  teacher  with  experience  interface  between  | 

in  developing  NIE  materials  and  con-  Responsibi  ity  | 

ducting  wbrkihops  seeks  new  challenge.  If  a  must.  3  plus  : 

Capableofworkingindependentlyorasa  ! 

team  member.  Box  663^  Editor  &  Pub-  ^  ® 

lisher.  ' 

* ni4iMicrn a tii/c  AWARD-WINNING  journalist,  over  a  1 

AUHllNia  I  HA  livt  decade  of  experience,  familiar  with  all  ! 

rriNTRni  I  FR  OR  rpn  facets  of  the  newspaper  industry; 

FyoorionTin  Mohn  ronfroiio?  exCBlIent  references;  seeking  to  secure 

Pan wnf hanrPn'tn  ^ull-time  employment  With  mid-sized  ; 

^^ve  been  freelancing  for  past  six  ; 
order.  Box  6389,  Editor  &  Publisher.  ^^^^hs  and  desire  to  re-enter  a  good  ' 

- -  newsroom  somewhere.  Salary  require- 

GENERAL  MANAGER:  Strong  bottom  ments  very  reasonable  and  can  relocate 
line  performer.  Advertising,  circulation,  anyvvhere  at  my  own  expense.  If  you’re 
and  profit  growth.  Good  in  planning  and  looking  for  a  highly  competitive,  moti- 
budgets.  Total  management  responsibil-  vated  reporter  who  can  do  it  all,  I'myour 
ity  in  small  daily  and  weekly  markets,  man.  Box  6651,  Editor  &  Publisher. 

Box  6646,  Editor  &  Publisher. _ i 

- BUSINESS/GENERAL  ASSIGNMENT  I 

MARKETING  DIRECTOR/Publisher  with  reporter,  4 yearsdailyexperience,  recent  i 
newspaper/shopper  chain  for  15  years  grad  of  Kiplinger  Fellowship  in  Public  j 
seeks  new  challenge.  Successful  startup  Affairs  Reporting,  MA-journalism,  look-  j 
experience.  MA  Journalism.  Box  6603,  ingtojoinmidsizedaily.  MarkTatge,  PO  * 
Editor  &  Publisher.  Box  21292,  Columbus  OH  43221;  ' 

_  (614)  486-2610. _ 

SUCCESSFUL  newspaper  group  execu-  AWARD  Winning  Reporter,  25,  seeks 

tive  seeks  new  opportunity.  Degree,  move  to  daily  in  Zones  1,2,3  or  5.  Two  ' 
Advertising  background.  Excellent  rec-  years  experience  in  hard  news,  features,  j 
ord  and  references.  Box  6653,  Editor  &  photography.  Box  6641,  Editor  &  Pub-  1 

Publisher.  lisher. 


POSITIONS  WANTED 


_ ADVERTISING _ j 

ADVERTISING  Executive,  30  years 
small  to  metro  dailies  with  highly  suc¬ 
cessful  experience  in  sales,  sales  man¬ 
agement  and  general  management 
desires  opportunity  to  train,  motivate, 
and  lead  underdeveloped  ad  staff  to  pro¬ 
fessionalism,  resulting  in  revenue  gains 
for  publisher.  Goal  acheiver.  Presently 
employed.  Zones  3,4, 5,6.  Box  6645, 
Editor  &  Publisher, 

_ CIRCULATION _ 

CURRENT  Zone  5  Metro  Circulator,  11 
years  experience,  seeking  Circulation 
Director  or  Manager  spot  at  Midwest  Dai¬ 
ly.  Box  6649,  Editor  &  Publisher. 

CIRCULATION  MANAGER,  9000  daily, 
30  years  experience.  Good  man  avail¬ 
able.  Box  6659,  Editor  &  Publisher. 

FIFTEEN  years  Management' 
Supervisory  experience  in  Metro/smaller 
markets.  College  degree,  strong  compu¬ 
ter  background.  Interested  in  challeng¬ 
ing  opportunitv  in  Zones  2,3,4,  or  5.  Box 
66^27,  Editor  &  Publisher. 

INNOVATIVE,  experienced  AM-PM.  All 
phases  circulation.  Strong  in  marketing 
sales,  promotions,  collections  and  per¬ 
sonnel  development.  Box  6654,  Editor 
&  Publisher. 


SEASONED  circulation  executive,  result 
oriented,  college  graduate.  Proven  suc¬ 
cesses  in  competitive  market,  union  and 
non  union.  Interested  in  position  with 
challenge  and  opportunity.  Box  6514, 
Editor  &  Publisher.  I 


RESEARCHER/conimunications  spe¬ 
cialist  with  extensive  foreign  service 
experience  on  political,  social,  eco¬ 
nomic  issuesaffectingThird  World  seeks 
position.  Write  Box  6597,  Editor  &  Pub¬ 
lisher. 

1 1-YEAR  veteran  sports  writer  copy  edi¬ 
tor,  33,  seeks  desk  or  reporting  position 
with  metro  daily.  Experience  in  all 
sports,  preps  to  pros  and  VDT.  Box 
6619,  Editor  &  Publisher. 

REPORTER— year's  experience  string¬ 
ing  for  big  dailies,  staffing  weeklies. 
Good  color  writer  who  can  handle  the 
facts.  Andy  Caffrey;  (201)  373-5123. 

SEASONED  EDITOR,  16  years  on  daily 
and  wire  service.  Foreign  reporting. 
Africa-Middle  East  specialties.  Gannett 
fellowship  winner.  Early  40s.  Seeking 
position  on  foreign  desk  of  major  daily. 
Zones  2,5  and  9  preferable.  Reply  to  Box 
6628,  Editor  &  Publisher. 
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EDITORIAL 


BRIGHT.  CREATIVE  JOURNALIST  with 
two  years  experience  seeks  general 
assignment  or  features  position  with  a 
respected  daily.  Phone  John  at  (717) 
334-6561. 

COLUMNIST  to  add  sparkle,  dash, 
dynamism,  even  controversy,  to  your 
pages  by  finding  and  sharing  the  good, 
the  bad.  the  ugly  in  your  community.  Box 
6609,  Editor  &  Publisher. 

FEATURE  WRITER— Reporter  on  Mid¬ 
western  daily  seeks  feature  slot  on 
medium-large  daily,  any  Zone.  Now 
covering  city  hall;  previous  work 
includes  sports,  entertainment  beats. 
Four  years  experience.  Good  clips;  award 
winner.  Box  6634,  Editor  &  Publisher. 

FORMER  WRITER,  editor,  publisher  of 
daily  newspapers  now  in  Public  Rela- 
tions'PI  seeks  position  as  managing  edi¬ 
tor,  city  editor,  publisher  in  Zones 
6, 7, 8, 9.  Small  or  large  market,  daily  or 
non  daily  considered.  Box  6633.  Editor 
&  Publisher. 

FEATURE  WRITER  for  shopper  seeks 
similar  position  in  Zones  5,6  or  8.  Will 
also  consider  entry  level  public  relations 
position.  VDT  experience.  Strong  in  per¬ 
sonalities,  social  services.  Reply  to  Bor; 
6631,  Editor  &  Publisher, 

AGGRESSIVE,  creative  young  sportswri- 
ter  with  ZVz  years  at  4(3,000  PM  seeks 
upward  move.  Have  covered  major 
league  baseball.  Big  Ten  football  and 
basketball.  Tightly-written  game  stories, 
readable  features  and  hard-hitting  col¬ 
umns  my  specialties.  Box  6596,  Editor 
&  Publisher. 

YOUNG,  AGGRESSIVE  sports  writer  who 
can  layout,  edit  also,  is  seeking  position 
on  sports  staff  in  Zones  1,2, 3. 4. 
Experience  on  morning,  evening  papers. 
VDTs,  daily  deadlines.  Hard  worker  who 
has  covered  high  schools,  colleges  and 
professional  sports.  Seeks  responses 
from  dailies  who  need  an  all-around  jour¬ 
nalist.  Box  6661,  Editor  &  Publisher. 

j  PHOTOJOURNALISM 

j  I'M  READY  for  a  greater  challenge,  pre¬ 
ferably  in  a  large.  Southwestern  city. 
Strong  on  features  and  sports  with  five- 
plus  years  experience.  I’ll  bring  portfolio 
:  to  you.  Box  6632,  Editor  &  Publisher. 

I  PHOTOJOURNALIST  seeks  position 
i  with  photo-oriented  daily  or  bi-weekly. 

'  Contact  Swanson.  Rt  1,  Carroll  NB 
68723,  phone;  (402)  585-4707. 
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NATIONALLY  KNOWN  syndicated  - 

advertising  service  company  has  SELF  MOTIVATED  CIRCULATOR — 
opening  for  sales  representative.  Must  seeks  managers  position,  20  years 
be  free  to  travel.  Excellent  commissions  experience  on  AM,  PM  dailies,  TMC,  boy 
and  benefits.  Knowledge  and  experience  crew  and  phone  rooms.  College  Degree, 
in  newspaper  advertising  field  a  necess-  Contact  Don  Gandy,  1008  Ewing  Blvd, 
ity.  Send  resume  to  Box  6568,  Editor  &  Murfreesboro  TN  37130;  (615)  893- 
Publisher.  2118. 
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SHOP  TALK  AT  THIRTY 

Libel  and  Reagan  censorship 


By  Anthony  Lewis 

Journalists,  like  other  groups,  tend 
to  exaggerate  their  problems. 

When  they  say  the  First  Amend¬ 
ment  is  crumbling,  as  they  sometimes 
do,  I  am  skeptical. 

But  I  think  there  is  reason  for  con¬ 
cern  about  the  trend  of  libel  cases 
these  days:  the  outlandish  damages 
claimed  and  often  awarded  by  juries, 
the  burdensome  cost  of  defending 
against  the  most  worthless  claim. 

And  now  there  is  doubt  about  the 
continuing  availability  of  what  has 
been  the  last  essential  protection 
against  outrageous  libel  judgments: 
strict  review  of  those  judgments  by 
judges  of  higher  courts. 

The  Supreme  Court  has  just  heard 
arguments  in  a  case  in  which  a  libel 
plaintiff  maintains  that  appellate 
judges  should  have  no  power  to  over¬ 
turn  what  he  won  in  the  trial  court 
unless  it  is  “clearly  erroneous.”  He 
won  at  trial  on  what  1  regard  as  a 
far-fetched  claim,  with  no  showing  of 
any  actual  injury.  If  he  wins  in  the 
Supreme  Court,  the  victory  that  free¬ 
dom  appeared  to  have  won  in  New 
York  Times  v.  Sullivan  will  have  been 
undone.  It  is  serious. 

But  the  more  serious  threat  to  free¬ 
dom,  the  one  that  should  concern  us 
urgently  as  journalists  and  citizens,  is 
the  secrecy  campaign  being  carried 
on  by  President  Reagan  and  his 
Administration. 

I  use  the  word  campaign 
deliberately.  We  are  all  aware  that  in 
the  last  three  years  the  Federal  Gov¬ 
ernment  has  taken  steps  to  increase 
secrecy. 

But  I  am  convinced  that  they  are 
more  than  isolated  steps.  They  reflect 
a  methodical,  consistent  and  relent¬ 
less  effort  to  close  off  the  sources  of 
public  knowledge  on  basic  questions 
of  national  policy:  to  upset  the 
Madisonian  premise  that  American 
citizens  must  be  able  to  examine  pub¬ 
lic  characters  and  measures. 

We  have  a  dramatic  example  at 
hand:  the  exclusion  of  the  press  from 
the  invasion  of  Grenada.  1  make  no 
point  here  of  some  special  privilege 
for  reporters;  1  do  not  believe  in  that. 

The  point,  rather,  is  the  one  made 
by  Justice  Powell:  that  in  the  modern 


(Anthony  Lewis,  a  two-time  winner 
of  the  Pulitzer  Prize  and  a  columnist 
with  the  New  York  Times,  was  recently 
honored  as  the  31st  Elijah  Parish  Love- 
Joy  Fellow  by  Colby  College  and  gave 
the  address  which  is  excerpted  here.) 


world  the  public  necessarily  relies  on 
the  press  to  find  out  what  is  going  on. 

To  keep  reporters  away  from  Gre¬ 
nada  was  to  keep  the  public  ignorant, 
and  that  was  exactly  the  idea. 
Moreover,  it  worked. 

This  is  not  the  place  to  argue  the 
merits  of  the  invasion,  the  need  for  it. 
But  the  Reagan  Administration  was 
able  for  a  week  to  control  most  of  the 
facts  bearing  on  those  questions,  to 
assure  that  during  that  crucial  period 
the  public  heard  only  its  version  of 
events  —  and  formed  a  lasting 
judgment  on  that  basis. 

And  so  we  heard  that  U.S.  forces 
were  bombing  and  shelling  with  sur¬ 
gical  precision  and  thus  had  avoided 
causing  civilian  casualties  —  only  to 
learn  at  the  end  of  the  week  that  a 
mental  hospital  had  been  bombed. 

We  were  told  by  the  admiral  in 
charge,  Wesley  McDonald,  that  there 
were  at  least  1,100  Cubans  on  Grena¬ 
da,  all  “well-trained  professional 
soldiers;”  at  the  end  of  the  week  the 
State  Department  agreed  with  the 
Cuban  Government’s  estimate  that 
fewer  than  8(K)  of  its  nationals  were  on 
Grenada  —  and  said  only  about  100 
were  “combatants.” 

President  Reagan  said  that  the 
Soviet  Union  had  “assisted  and  en¬ 
couraged  the  violence”  in  Grenada, 
the  bloody  coup,  but  there  is  simply 
no  evidence  of  such  a  Soviet  role. 

1  take  those  few  examples  from 
many  in  an  important  story  by  Stuart 
Taylor  Jr.  in  the  New  York  Times  of 
Sunday,  Nov.  6.  It  filled  a  full  page 
inside  the  paper —  I  wondered  myself 
why  it  was  not  on  page  1  —  with  care¬ 
ful,  meticulous  reporting  of  the 
inaccurate  and  unproven  statements 
made  by  Administration  officials  dur¬ 
ing  the  Grenada  operation,  and  of  the 
facts  concealed. 

But  will  the  public  awareness  ever 
catch  up  with  the  truth? 

I  doubt  it.  The  reporter  who  has 
covered  Ronald  Reagan  longer  than 
anyone,  and  with  a  good  deal  of  sym¬ 
pathy,  Lou  Cannon  of  the  Washinf>- 
ton  Post,  wrote: 

“Reagan  &  Co.  believe  that  they 
won  a  pair  of  glorious  victories  on  the 
beaches  of  Grenada  two  weeks  ago. 
The  first  was  the  defeat  of  the  ragtag 
Grenadian  army  and  band  of  armed 
Cuban  laborers.  The  second  was  the 
rout  of  the  U.S.  media.  Reagan’s 
advisers  are  convi --ced  that  the  media 
are  virtually  devoid  of  public  support 
in  their  protests  of  both  the  news 
blackout  of  the  invasion  and  the  mis¬ 
leading  statements  made  about  it.” 


Yes  indeed.  The  President  and  his 
men  have  good  reason  to  feel  that 
way.  Anyone  in  the  press  who 
thought  the  public  loved  all  of  us  and 
our  business  —  and  you  would  have  to 
have  been  pretty  silly  to  think  that  — 
must  have  been  disabused  in  the  Gre¬ 
nada  affair. 

John  Chancellor  said  his  mail  was 
running  10  to  1  against  the  protests 
that  he  voiced  against  the  exclusion  of 
reporters,  and  I  think  that  was  not 
untypical. 

Standing  up  for  the  proposition  that 
the  press  has  a  right  —  no,  a  duty  —  to 
examine  the  officially-stated  pre¬ 
mises  of  a  war  is  not  going  to  be  easy. 

I  do  not  mean  to  put  overwhelming 
emphasis  on  Grenada.  It  is  part  of  a 
pattern  whose  significance  is  much 
greater  as  a  whole. 

For  example.  President  Reagan’s 
preference  for  secret  wars  is  not  lim¬ 
ited  to  Grenada.  He  is  encouraging 
and  financing  one  against  Nicaragua, 
and  doggedly  resisting  Congressional 
efforts  to  end  the  covert  character  of 
that  war. 

We  have  learned  lately  that  he  has 
also  undertaken  a  secret  military  plan 
of  significance  in  the  Middle  East:  to 
finance  a  special  forces  unit  in  Jordan 
that  would  deal  with  trouble  through¬ 
out  the  region. 

Secrecy  in  government  more  gener¬ 
ally  has  been  an  objective  of  the 
Administration  from  the  day  it  took 
office. 

But  the  most  important  single 
action  by  President  Reagan  to 
insulate  the  government  from 
informed  criticism  was  his  order  last 
March  imposing  on  more  than  100,()00 
top  officials  in  government  a  lifetime 
censorship  system  that  would  make 
them,  even  after  leaving  government 
service,  submit  for  a  clearance  sub¬ 
stantially  everything  they  want  to 
write  or  say  on  national  security 
issues:  books,  articles  for  newspaper 
Op  Ed  pages,  even  fiction. 

Before  Cyrus  Vance  or  Henry 
Kissinger  could  write  about  a  disaster 
(Continued  on  page  25) 
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A  Direct  Printing 
Half  Deck  System 

Designed  for  Single  Width  Web  Presses 

Spot  Color  or 
Four  Color  Process 

FlexiColor  makes  it  economical 

FlexiColor  enables  you  to  print  four  color  process 
using  only  two  of  your  existing  floor  units.  Add  spot 
color  using  only  one  existing  floor  unit. 


Some  of  the  FlexiColor  Benefits; 

•  Print  color  either  side  of  web 

•  Dot  to  dot  register 

•  Expanded  color  positioning 

•  Quick  change  and  clean  ink  fountains 


Most  importantly,  at  $21,000,  the  FlexiColor  half 
deck  is  an  economical  way  to  increase  your  color 
capacity  and  competitiveness. 

For  more  information  on  the  FlexiColor  half  deck 
write  DEV  Industries,  Inc.,  230  James  St.,  Bensen- 
ville,  IL  60106  or  call  312/860-5574, 1-800/323-7683. 
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This  insert  was  printed  with  the  FiexiColor  half  deck  and  two 
floor  units. 


The  DELAWARE  CASSETTE  Production  Superintendent:  Art  Ruth  General  Manager:  W.  D.  Thomson  11  Photo:  Rex  Walker  Color  Separations:  Dave  Tull 


color  OD  newsprint.  This  insert  color  charges  to  make  the  unit  pay 
was  printed  by  the  DELAWARE  for  itself.  You  can  also  run  special 
GAZETTE  on  newsprint  using  sections  or  inserts  in  four  color  to 

our  FlexiColor  Half  Deck.  Now,  promote  four  color  and  spot  color 

you  can  see  for  yourself  that  color,  advertising,  drawing  attention  to 

with  all  its  wonderful  benefits,  is  your  new  color  capabilities.  You’ll 
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competition. 
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®THE  FOURTH  ESTATE 

proudly  announces  its 
100th  Anniversary 
Edition 

I  to  be  published  March  31 , 1 984 

H  Things  were  a  lot  different  a  hundred  years  ago.  Chester  A. 

H  Arthur  was  president  of  the  U.S.,  and  John  L.  Sullivan  was  the 
H  heavyweight  champ.  Ottmar  Mergenthaler’s  linecasting  machine 
H  was  the  latest  wrinkle.  Magazines  and  billboards  were  the  only 
H  media  competing  with  newspapers  for  advertising. 

H  You  will  be  able  to  trace  the  history  and  development  of  journal- 
H  ism  and  the  newspaper  business  for  the  past  century  —  decade  by 
H  decade  —  from  the  days  of  Henry  Grady,  William  Randolph 
H  Hearst,  Joseph  Pulitzer,  and  Adolph  Ochs,  right  up  to  the  giants 
H  of  the  present  era.  And  you’ll  be  reading  the  fascinating  chronol- 
H  ogy,  not  as  a  pedagogical  or  academic  treatise,  but  as  reported  as 
H  live  news  and  features  in  the  pages  of  EDITOR  &  PUBLISHER. 

H  This  issue  is  sure  to  take  its  place  among  the  great  collections  of 
H  journalism  memorabilia.  And  you’ll  enjoy  reading  it,  too. 

H  Your  advertisement  relating  your  achievements  and  presenting 
H  your  values  will  be  an  important  part  of  this  newspaper  chronicle 
H  that  will  be  read,  and  reread. 
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The  Rocky  Mountain  News  not  only  outdistances  the  Denver  Post  in  daily  ^  Sunday  circulation, 
but  is  also  the  overwhelming  readership  leader  in  both  the  recent  Simmons  and  Scarborough 
studies  of  the  Denver  market.  In  the  race  for  advertising  dominance,  the  News  now  commands  over 
55%  of  full-run  linage  placed  in  Denver’s  dailies. 

in  Denver,  one  daily  paper  is  a  runaway  winner . . .  seven  days  a  week! 

Sources;  ABC  KAS  F.AX  9/30/83  •  Media  Records  year  to  date  9/30/83 

Rocky  Mountain  News 

A  Scnpps  Howard  Newspaper  Represented  nationally  by  Story  &  Kelly-Smith.  Inc 
ATLANTA  •  NEW  YORK  •  BOSTON  •  SAN  FRANCISCO  •  CHICAGO  •  DALLAS  •  LOS  ANGELES  •  PHILADELPHIA  •  DETROIT 
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